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29000 WATTS 


EFFECTIVE OCTOBER 1THE NEW 
ABC AFFILIATE IN RICHMOND, VA. IS 


REPRESENTED 
NATIONALLY BY 
ORAS 
CO., INC. 


1380 KC 





NOW MORE THAN EVER BEFORE PROGRAMS WILL BE BIGGER ° 
AND BETTER ON BOTH WMBG AND ITS SISTER STATION WCOD (FM) 
WHICH DUPLICATES THE ENTIRE WMBG SCHEDULE WITH 50,000 WATTS. 
THE FIRST STATIONS OF VIRGINIA WMBG (AM), WCOD (FM), AND 
“THE SOUTH'S FIRST TELEVISION STATION" WTVR ARE PLEASED TO JOIN 
THEIR FORCES IN PRESENTING TO THEIR VAST VIRGINIA AUDIENCE 
THE FULL AND COMPLETE FALL PROGRAM LINE-UP OF AMERICA'S FASTEST 
GROWING AND MOST DYNAMIC NETWORK—THE AMERICAN BROADCASTING CO. 


WMBG AM WCOD FM WTVR TV 











RICHMOND, VA. 








First Stations of Virginia 





A Service of HAVENS & MARTIN, INC. 





WMBG REPRESENTED NATIONALLY BY THE BOLLING CO. 
WTVR REPRESENTED NATIONALLY BY BLAIR TV, INC. 
AFFILIATED WITH ABC-TV 












1/4 OF TEXAS 


The buying power of the market 
area represents over 25% of 

the buying po of the entire 
state. KGUL-TV’s area includes 
Galveston, Houston and 

rich Texas Gulf Coast. 





. SUPER TOWER 


KGUL-TV’s new super tower is bringing 
a stronger signal and improved picture to thousands 
of additional gulf coast families. And KGUL-TV is the 
station delivering primary city service to 
both Galveston and Houston. 


IN FIRST 
PLACE AGAIN 


KGUL-TV is top preference in prime time* 
© most popular night time program 
e largest average audience 
¢ highest in quarter hour firsts . . . 
more than other stations combined 


Source: ARB, July, 1956 
* 6 P.M. to Midnight —7 days 
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TELEVISION AGE is published bi-weekly with yearbook (27th) issue published in December by the Television Editorial Corp. Editorial. 
adVertising and circulation offices: 444 Madison Ave., New York 22, N. Y. PLaza 1-1122, Printing Office: 1309 Noble St., Philadelphia 
23, Penna. Single copy: 50 cents. Yearly subscription in the U. S. and possessions: $7; in Canada and Mexico $8 a year; elsewhere $12 
a vear, Vol. TV No. 2. Second class mailing privileges pending at Philadelphia, Pa. 











Everybody loves a baby .... 


Here's what 


LIBBY BABY FOODS 


Sponsor in 25 Markets (1955-56) 


SAYS ABOUT THE SHOW: 


“The ratings we are getting bear out the 
fact that Basy Time is delivering a large 
audience of young mothers. In some mar- 
kets we are getting nearly 50% of all 
mothers with babies one year old and °* 
younger — that’s pretty near to saturation. 




















Produced by Herbert S. Laufman 
Executive Producer, 
James A. Jennings, Jr. 


Moreover, Basy Time is outpulling many 
competing programs which are supposed to 
offer more in the way of entertainment, 
programs which have a potential audience 
that includes young and old, mothers and 
non-mothers. Our salesmen are enthusias- 
tic about Basy Time.” 


a” 


HOW “BABY TIME’’ SCORES IN RATINGS 


1956— Daytime 


CHICAGO.....6.0 SEATTLE..... 6.8 a How Yer Cy: Jae me & 
In Norfolk and Miami: Leads all 


SAN ANTONIO 6.8 EL PASO.... 14.0 commiition, sccording to ARB: 


, yee “oy Time” gets 
47.7% of the audience. 
GREEN BAY, WISC. eeece 9.6 In Pittsburgh — KDKA-TV: Aver- 


ages 10.8 rating at 2:00-2:15 p.m. 





| 
Produced in cooperation with American Medical Association 


This is a unique and powerful “plus.” It means _ that the products presented in the show, inevit- 
that what this program presents will be treated ably must inherit prestige, and will therefore 
as authoritative by its viewers. It means, further, be given’ additional respect and consideration. 











Format-Each “Baby Time” program discusses and illustrates a particular phase of child care 
and training. Discussion is non-technical and it is enlivened by utilizing a real baby and mother. 
Nurse Warren works with the baby and mother to graphically demonstrate the discussion. 
Dr. Bauer* adds pertinent medical comments and professional evaluation. He particularly di- 
rects his comments to uncovering the myths and misconceptions that so often cause mothers 
unnecessary fears and anxieties. 


informative, Yet Entertaining- Not a clinical, sick room or laboratory approach. “Baby Time” 
material is presented for easy comprehension . . . with warmth and humor, yet with obvious 
authority—and spiced with smile provoking scenes of baby. Dr. Bauer’s “family doctor” manner, 
and Nurse Jane Warren’s charm and natural sincerity, create a warm rapport with the viewer 
that makes for loyal responsive audiences. 


Young Mothers are the Biggest Buyers 


According to Parents Magazine, among all women, young mothers are 
the biggest buyers. And according to “Progressive Grocer”, which sur- 
veyed 8,500 women in six cities, the Young Mother “group” spends 67% 
more money for food than all other women. 

Here is an eager, responsive, receptive audience for you to tap — 
an audience that is ready, willing, and able to be persuaded to buy 
your product enthusiastically and immediately! 


52 episodes of this new 15-minute TV film show are available. 
Can be used once, twice, or three times a week. 


Phone, wire, or write for audition print, brochure, and prices. 
Right now, practically the entire country is “open.” 





WALTER SCHWIMMER CO. 





* Dr. Bauer is Director of Health Education for the A.M.A. 
Jane Warren is a registered nurse. CHICAGO: 75 E. Wacker Drive, Franklin 2-4392 





NEW YORK: 527 Madison Ave., Eldorado 5-4616 


CANADA: S. W. Caldwell, Ltd., 447 Jarvis, Toronto, Walnut 2-2103 
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In San Francisco They Are Watching Channel 4 
And the Best of the Warner Bros. Film Package 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE + PETERS, GRIFFIN & WOODWARD 
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37 SHIFTING INTO HIGH 


Tv primed to accelerate auto 
sales for Detroit und dealers 
during °57 = 





4) GASOLINE AND OIL 


I'v-sold brands are the main 
choice of America’s millions oj{ 
motorists 


42 PUBLIC-SERVICE REPORT 


Second-quarter survey shows re 
cord of video's biggest public 


giveaway PROPAGATION 
44 COMMUNITY SERVICE 


The most powerful tv station 


Public-interest programs appear for Northern Florida and 
in many formats and on prime Southern Georgia propagates 
segments a signal that reaches ar area 
with more than 375,000 tv 
16 ...A LITTLE CHILD SHALL families 
LEAD THEM 
Television’s influence on chil- 
dren a potent factor in parental 
buying 
18 ARE COMMERCIAL ACTORS 
PEOPLE? 
Realistic acting of tv commer- 
cials is necessary for effective 
selling 
DEPARTMENTS 
15 Publisher’s Letter 68 Network Schedule 
Report to the readers The September line-up 
29 Tele-scope 77 Washington Memo 
What's ahead behind the scenes FCC Seventh Report WMBR-TV 
31 Business Barometer 79 Wall Street Report ; . 
: : : 2 Jacksonville, Fla. 
Veasuring the trends The financial picture 
3: - Operated by the Washington 
33 Newsfront 87 Spot Report 
The way it’s happening Digest of national activity Post Broadcast Division 
57 Film Sales 101 In the Picture . ? 
. ’ ‘ , Channel 4 
The month’s contracts Portraits of people in the news 
63 On Film 102 In Camera Represented by CBS Television 
Suppliers, service news The lighter side Spot Sales 
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Available NOW... 








39 great NEW half-hours 


of the most exciting, modern western police show ever filmed for television! 





“> 


~ Sheriff of Gochise 


produced for NTA by Desilu . . . the studio famous for “I Love Lucy,” “Our Miss Brooks,” 
“December Bride” and “Make Room For Daddy.” 


to SOCONY MOBIL OIL CO. 
@;soLD 


5 MIDWESTERN 
MARKETS 





















i” WRITE-WIRE-PHONE, TODAY! All the details are available to you from 





AT fy A 
LVATIONAL LELEFILM AASSOCIATES, INC. 


60 W. SStm STREET «© NEW YORK 19, N.Y. © PHONE: PLAZA 7-2100 © CABLE: NATTELFILM 










CHICAGO, ILLINOIS WOLLYWOOD, CALIFORNIA MONTREAL, CANADA MEMPHIS, TENNESSEE BOSTON, MASS. MINNEAPOLIS, MINNESOTA 
612 NM. Michigon Avenve 8721 Sunset Bivd. 1434 $0. Catherine $1. 2605 Sterich Building Statler Hete! Office Building 1109 Currie Avenve 
Phone: Michigen 2-556) Phone: Crestview 1-119! Phone: University 6-9495 Phone: Jockson 6-1565 Phone: Liberty 2-9633 Phone: Federal 8-7013 


HAROLD GOLDMAN, V.P. CHARGE OF SALES 
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2 GREAT NAMES... 


NTA ~— first in television film distribution 


QDosele. .. first in television program production 


combine to bring you THE FIRST DESILU PROGRAM TO 
BE MADE AVAILABLE FOR FIRST-RUN . . . REGIONAL 
SPONSORSHIP! 


For real sales action ...a top-action police show with 
a western twang...with the fighting, gun-slinging 
Sheriff of Cochise re-enacting authentic case histories 
from the files of Cochise County, Arizona 

SHOT ON LOCATION AGAINST THE THRILLING 
BACKGROUND OF THE BADLANDS OF THE WEST! 


Sheriff of Cochise combines the thrills of the best 
police show you have ever seen, with the edge-of-the- 
seat excitement of a blazing western. It was created 
with an all-family audience in mind... the best 
audience any sponsor can have! 








starring ‘ | 
JOHN BROMFIELD * 
as the SHERIFF of COCHISE | 
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A TV Station Is Measured By... 
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ITS EXPERIENCE! 


In straight calendar terms, WSM-TV has a margin 
of more than three years TV experience over either 
of the other stations in this market. That’s how long 
WSM-TV was the only station serving this area, and 
learning in the process what this audience wants and 
what it takes to sell them. 

But WSM-TV’s experience goes deeper. As an 
extension of one of the country’s biggest and most 
successful radio operations, WSM-TV’s experience 
can, in several important respects, be projected over 
the past 30 years. 

On the WSM — WSM-TV joint payroll are the 
skilled technicians, executives, planners, writers, 
producers, and talent staff of more than 200 nation- 


WoMTV 


ally famous stars who-:have earned for WSM 
numerous awards, plus such accolades as “top music 
station in the nation” and “showcase of American 
folk music” in more than 25 top national magazines, 
including American Magazine, Billboard, Collier’s, 
Coronet, Farm and Ranch, Good Housekeeping, 
Look, Nation’s Business, New York Times Magazine, 
Newsweek, Pathfinder, Redbook, Saturday Evening 
Post, Time, Town Journal, Variety, and Wall Street 
Journal. 

Our point is this: the WSM success formula, still 
going strong after 30 years, has been neatly extended 
(by the very people who devised it) to WSM-TV — 
making it the recognized TV leader in this market. 


Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 
Clearly Nashville’s *1 TV Station 


IRVING WAUGH, C rcial M 
EDWARD PETRY & CO., National Advertising Representatives 





WSM-TV's sister station — Clear Channel 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market. 
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they BUY BIG 


in Detroit... 


...and WWJ-TV 
is your BIG BUY 











Greater Detroit families had a king-size average income of 
$6500 in 1955.* That’s 28 per cent above the national average. 


Folks here are big earners, big spenders—and equally important, 
big boosters for WWJ-TV’s feature programming, 

sparkling personalities, and exceptional news coverage. 

Buy Detroit. And when you do, buy WWJ-TV, now 

serving 1,610,000 television sets 

and 6,370,000 people. 


*Detroit Area Study, Survey Research Center, 
University of Michigan, 1956 





ASSOCIATE AM-FM STATION WWJ 


First in Michigon - owned & operated by The Detroit News 


National Representatives: Peters. Griffin. Woodward. Inc. 


September 10, 1956. Television Age |] 





Now that expert 


pre-testing ends guesswork, 


more than ever it’s 

















Like to get an idea how the job is going to turn out 
before you start? Then you'll agree with duPont, 
makers of Duco paint, that our Spot-Check Plan 
comes in mighty handy. This new spot television 
sales concept allows you to pre-test (on any or all 
of the 12 major stations we represent ) the effective- 
ness of the medium and the various ways to use it 
... providing reliable qualitative sales research at 
no extra cost! 

duPont used the Spot-Check Plan in a three-city 
test to gauge spot television’s power to stimulate 
sales and increase their share of market for paint 
and auto polish. Not only did the test campaign spur 
a tremendous boost in brand awareness, but it net- 
ted handsome sales increases as well. (In one test 
city, Duco paint sales shot up 65% during the 
13-week test period!) According to Dick Swyers, 
BBDO account executive: “The test served as the 
basis for the entire spot campaign we're now run- 
ning... helped us make national plans with solid, 
factual data to back us up.” Good spot to be in! 

Put an end to costly second-guessing ... get all 


details on the Spot-Check Plan from... 


CBS Television Spot Sales 


Representing: wcss-tv New York, wcau-tv Philadelphia, 
wrtor-tvy Washington, wetv Charlotte, wetw Florence, 
wMbBr-TV Jacksonville, wx1x Milwaukee, wepm-tv Chicago, 
KSL-TV Salt Lake City, kKcuL-tv Galveston-Houston, KOIN-TV 
Portland, KNxT Los Angeles, CBS TELEVISION PACIFIC NETWORK 
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The Market That 
Television Built 


TEXARKANA 
Texas-Arkansas 





Letter from the Publisher 


Tv-Movie Relationship 


The spirited activity in the sales of feature-film packages in 
the past few weeks again emphasizes the inter-relationship between 
motion pictures and the television industry. 

In a curious way—and certainly it won’t be admitted by the 
motion-picture moguls—tv may be the means by which a healthy 
and creative motion-picture industry can survive. 

On the production level, tv-film output has kept Hollywood 
humming these past two years. It has been estimated that almost 
60 per cent of the Hollywood productive capacity is devoted to 
producing film for tv. (The tv-film producers have been teaching 
some of their more experienced motion-picture colleagues some 
new methods designed to save considerable money in many areas 
of production. ) 

As a matter of fact, the development of the inter-relationship 
between motion pictures and tv has a somewhat similar parallel in 
the economics of the news services. AP, UP and INS are better 
able to deliver a more comprehensive news service on the basis 
of their income from radio and tv. Should that revenue be curtailed, 
the service provided to newspapers would be seriously affected. 

Similarly, the motion-picture industry will be in a much 
stronger financial position as a result of the sale of its feature 
films to tv and its utilization of production facilities by tv-film 
producers. The additional revenue from these sources means that 
the motion-picture industry can keep its production plants busy 
and provide additional capital for production of theatrical film. 

It is interesting to note that immediately after M-G-M an- 
nounced the sale amounting to $20 million for its feature films. 
there was a brisk movement of its stock upward on the Exchange. 
When National Telefilm Associates acquired the 20th Century-Fox 
films, the announcement sent its stock upwards. 

Thus the release of the Hollywood backlog of feature film for 
television use will benefit both tv and the motion-picture companies. 

Over three years ago Herbert J. Yates, president of Republic 
Pictures, accurately called the shots. In a statement before the 
stockholders he said, “Public reaction demands that motion-picture 
and theatre entertainment and tv must find a common ground to 
serve the public at large . . . film producers will have to get 
into tv to supplant their reduced income . . . the motion-picture 
industry and tv must live and profit side by side.” 

What effect will the Hollywood product have on theatre at- 
tendance? This can best be answered by the observation of Sam 
Goldwyn, who said that if Hollywood makes good pictures the 
patrons will show up at the box office. 

As for tv, the availability of good feature films will mean an 
increase in tune-in, greater program flexibility and will provide an 
important announcement-carrier for both national and _ local 
business. 





7th in 
manufacture 

of leather 

and 

leather products 


Among the television markets 
foremost in the manufacture of 
leather and leather products, 
the Channel 8 Multi-City Mar- 
ket. ranks seventh, based on 
production figures for Amer- 
ica's top 100 counties (SALES 
MANAGEMENT ‘'Survey of Buying 
Power’’—May 10, 1956) 


weal-tv 


LANCASTER, PENNA. 
NBC and CBS 











Channel 8 Multi-City Market 









Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 


Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 


Martinsburg 
316,000 WATTS 


Hagerstown 








STEINMAN STATION 
CLAIR McCOLLOUGH, Pres. 





Cordially, Representative 


the MEEKER company, inc. 


ta fk New York Los Angeles 


Chicago San Francisco 
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is proud of it’s record of providing the utmost in television 


service to the viewers of South Florida since March 21, 1949. 
This includes award-winning news shows, public service pro- 
gramming and local sports spectaculars — all telecast from , 
Florida’s first 1000 ft. tower. 


Now, as in the past, experience, outstanding 
facilities, and complete viewer acceptance 
are yours when you invest in WIVJ Tele- 
vision . .. the only TV service providing 
unduplicated coverage of the ENTIRE South 
Florida market. Call your Peters, Griffin, 
Woodward Colonel for availabilities. 
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WNAC-TV 


has the = 


’ (" @)' / 
SHARE \ - 
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Sin. 


By an ever-increasing margin, WNAC-TV 
leads the Boston market. According to ARB 
and Telepulse this station has the lion's share 
of the audience in almost every time period OG 
— morning, afternoon and evening. This lead 
has increased steadily in report after report. Currently, WNAC-TV 


has more than 40% more viewers than its closest competitor. 


Whether the choice is 
* CBS programming, 
* ABC shows, 
* Local news, 
* Syndicated film... 





Basten television families choose 


WNAC-TV J 








KSL-TV 
Salt Lake City 


Represented by CBS-TV Spot Sales 


*ARB, June, 1956 
**Pulse Feb. 1956 Complete informat 





444 Madison Avenue, New York 22 


Television’s Role 

May !.. 
preciation to TELEVISION AGE for 
helping the industry it serves in estab- 


. express my personal ap- 


lishing the true role of television in 
modern society: that is, as a medium 
not only of commercial aspects but 
also of mass service and public-minded 
communication. Even the most myopic 
of the present-day critics would admit 
the fundamental role of television in 
public affairs, if they will but examine 
the record. 

Television’s place in the sun must be 
maintained, not for mere commercial 
profit, but additionally so that the 
American public may be served by the 
swiftest and most effective means of 
mass communication yet developed. 

Jim JOHNSTON 
Operations Manager 
KTVH Hutchinson, Kan. 


What Does Spot Mean? 

Would you kindly come to my 
rescue in understanding some terms 
used in your publication, and in com- 
mon use? .. . give me a definition of 
“spot” as you use it in your publica- 
tion? The textbooks and references | 
have used do not clearly define the 
term. There seems to be some con- 
fusion between “national spots” and 
“local spots.” There is also some area 
of darkness between “spot commer- 
cials,” “spot announcements” and 
“local programs.” Finally, could you 
straighten me out on “participating 
spots?” 

Rosert H. Parris 

Varket Research and Statistical 
Department 

Viles Laboratories Inc. 


Elkhart, Ind. 


Note: The confusion comes because “spot” 
is used to define both “national spot,” a 
type of advertising campaign, and “spot an- 
nouncements,” meaning announcements 
which are “spotted” adjacent to programs. 

Here are the definitions as we see them: 

National spot—A campaign of programs or 
announcements in individual markets, placed 
by a national (or regional) advertiser to 


(Continued on page 23) 





WREX-TV 


) ON TOP 


157 to 11 


WREX-TV 
leads in % 
hour periods 
from 6:00 P.M. 
to midnite 


All 48 of the top 48 


once-a-week shows ore on 
WREX-TV! 


57 of the top 59 


once-a-week shows are on 


WREX-TV! 
All 15 of the top 15 


multi-weekly shows are on 
WREX-TV! 


Facts from the April 1956 ARB 
Survey prove conclusively thot 
WREX-TV continues to grow in 
favor with the ever increasing 
number of viewers in this 10 
county billion dollar market! 


WREX-TV 


ROCKFORD - ILLINOIS 


channel 13 


CBS + ABC 
AFFILIATIONS 


represented by 
H-R TELEVISION, INC. » 
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THE SELLER'S HANDBOOK 


The names of grocery chains; the number of service stations; 
factory shifts; paydays; the weather month-by-month; the kind 
of water; transportation; hotels; distance to the airports; major 
companies are just a few of the facts you'll find in each of The 
Seller’s Handbooks now completed for 24 markets represented 
by PGW Television Sales. Much of this data was included at 
the suggestion of advertisers and agency account executives. . . 
and we hope that they will find the Handbooks especially useful. 
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PETERS, GRIFFIN, WOODWARD, unc. 


Pioneer Station Representatives Since 1932 





NEW YORK CHICAGO DETROIT 
250 Park Avenue 230 N. Michigan Ave. Penobscot Bldg. | 
YUkon 6-7900 Franklin 2-6373 Woodward 1-4255 
ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO 
Glenn Bldg. 406 W. Seventh St. 1750 N. Vine St. Russ Building 
Murray 8-5667 Edison 6-3349 Hollywood 9-1688 Sutter 1-3798 
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P.G.W. television has just prepared what is probably the 
most complete collection of market and station facts ever 


assembled at one time by a broadcast sales organization. 
Designed to help us better serve the people we sell, we 
hope that you will make full use of this information: 
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“DAME TIME” TELEVISION 


More light on the most discussed and least understood area 
of television advertising. PGW Television Sales’ newest 
presentation “Dames In The Daytime” is directed primarily 
to brokers, distributors, wholesalers and company repre- 
sentatives in the markets we represent. But, anyone inter- 
ested in selling the women who buy their wares will find 
this booklet timely, easy to read, and highly informative. 


Please turn the page 
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...Here are the stations 
and the markets we sell 

























EAST-SOUTHEAST VHF CHANNEL PRIMARY 
WBZ-TV Boston oS NBC 
WGR-TV Buffalo 2 ABC 
KYW-TV Cleveland 3 NBC 
WwW4J-TV Detroit 4 NBC 
WPIX New York 11 IND 
KDKA-TV Pittsburgh 2 NBC 
WCSC-TV Charleston, S.C. 5 CBS 
WIS-TV Columbia, S. C. 10 NBC 
WSVA-TV Harrisonburg, Va. 3 CBS-NBC-ABC 
WDBJ-TV Roanoke 7 CBS 
WwTivJ Miami 4 CBS 

MIDWEST-SOUTHWEST 
WHO-TV Des Moines 13 NBC 
WOc-TV Davenport 6 NBC 
WDSM-TV Duluth—Superior 6 NBC 
WDAY-TV Fargo 6 NBC-ABC 
WISC-TV Madison, Wis. 3 CBS 
Wwcco-Tv Minneapolis—St. Paul 4 CBs 
KMBC-TV Kansas City 9 ABC 
WBAP-TV Fort Worth—Dallas 5 ABC-NBC 
KFDM-TV Beaumont 6 CBS 
KRIS-TV Corpus Christi 6 NBC 
KENS-TV San Antonio 5 CBS 

WEST 
KBOI-TV Boise 2 CBS 
KBTV Denver 9 ABC 
KGMB-TV Honolulu 9 CBS 
KMAU—KHBC-TV Heweii 
KRON-TV San Francisco 3 NBC 













your own... 
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..... ask your Colonel 


NEW YORK CHICAGO 
250 Park Avenue 230 N. Michigan Ave. 
YUkon 6-7900 Franklin 2-6373 
ATLANTA FT. WORTH 
Glenn Bldg. 406 W. Seventh St. 
Murray 8-5667 Edison 6-3349 


HOLLYWOOD 
1750 N. Vine St. 
Hollywood 9-1688 


For sample schedules of: daytime volume plans; low-budget high- 
frequency ID schedules; women’s participating programs; or a 
locally-originated, locally-integrated, tested and proven program of 





PETERS, GRIFFIN, WOODWARD, unc. 


Pioneer Station Representatives Since 1932 


DETROIT 


Penobscot Bldg. 
Woodward 1-4255 








SAN FRANCISCO 
Russ Building 
Sutter 1-3798 
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coincide with his market pattern. 
Local spot—Advertising placed by a local 


; The Senator advertiser within one market area. 
ot - Vaal eot-iielal— Rp pl Pa preg 
Te WO Pete TEU | commercicl messace. “They nay be either 7 DAYS A WEEK 
a ond oes Sree from SIGN ON to 


Ss. 


Local programs—Programs which may be SIGN OFF 
produced live or on film, but which are 
originated by the station rather than the 
network. Programs which are not network yr T rm rT 
—— KSYD-TY\ 
Participations—Announcements which are mW 

worked into a program either as a part of 
the program format or at specified com- 
mercial times during the program. The spon- 

sor buys the right to wes stncead = 2-8 IN WICHITA FALLS, 
within the program, but does not “sponsor” 


the show. This type of program is usually TEXAS 


known as a participating program. 


| Westingh Pleased 
@ KCRA-TV works hard in all media ~ a 00 bce with the way DOMINATES 


to put plenty of promotion back of weer - : 
sit B vecsny A F big Sacramento | Y% handled our convention story. 


TV market. Rocer Bo.in THE MARKET 

39,788 lines of program advertising Manager General Advertising 

| —nearly 17 full pages — were placed Westingh Electric C 

by KCRA-TV in 14 newspapers from cstingnouse Etectric Corp. 

May 8 to June 8. 
i 








. the treatment of the article is 

















excellent. Come Friday, and I will be 10 out of the top 15 shows 
heading for Chicago and thence to San 7 out of the top 10 shows 
| Francisco and my copy of TELEVISION 
| AGE will be tucked away in my bag. Numbers 1, 2, 3 and 4 shows 
RicuarpD J. O'DONNELL 173 top rated quarter hours 
10,396,200 Outdoor Poster Account Executive 
Impressions Ketchum, MacLeod & Grove 
New Wichita Windy Home 
Constant promotion ‘ 
in TV viewer . thank you for the fine piece 
magazines carried in your August book on 
Wichita Windy. 
Incidentally, Wichita Windy now All On 
1080 on-the-air has a new home (in Wichita) .that he’s ee 2 rere a 
program : , 
ec quite proud of. He has moved into the Kk S yj [DD - | \ 
: former KEDD studios, so now boasts 
357 radio spot feb’ he 
announcements the most complete tv facilities in Kan- 
\ sas: a complete home in Hutchinson, 
d now this modern home in Wichita. 
1,395,000 Bus ” — a 
Traveling M. Dave LarsEN CHANNEL cy 
Display KTVH 
| ne Hutchinson, Kan. 
ages a CBS TELEVISION 
We would like to reprint in part 
* 
KCRA TV the article which appeared in TELEVI- 100,000 watts 
CHANNEL 3 SION AGE (June 1956), entitled 
“Movies on Television.” 
omental he a We are the package owners of Jtalian Syd Grayson: Gen. Mer. 
Pen Aee Watts Menna E Feature Film Theatre (watv Newark, 


N. J., 2-3:30 p. m. Sat.), on which we Hoag Blair: Nat. Rep. 
present a complete Italian film (with 
English sub-titles) weekly. We feel that 
our sponsors would be interested in 


BASIC BIC AFFILIATE 


represented by Edward Petry & Co 











(Continued on page 25) 


September 10, 1956, Television Age 23 











CLA ALA AAA AA ddd de ded de de ded dod hadidided hadi didi, dade dead de de didi did dad did diaded do 





The 
“WILD WEST SHOW” 
runs wild 


In April the program scheduled in the 5 to 6 P.M. spot on WHIO- 
TV drew only 7.3 against the opposition 33.8*. On April 30 we 
started programming western movies in this slot. 


*Nielsen (July) gives “Wild West Show” 14.8, 
the opposition 11.3 at a cost of Sle per 1000 


STARTING OCTOBER 28 


GENE AUTRY ROY ROGERS 





Now, with a new all-star cast, the “WILD WEST SHOW” 
goes really wild. With a heavy promotion schedule already planned, 
these two cowboy stars will blast off the fall campaign for this 
5-6 P.M. spot, zooming the ratings even higher. To corral prime time 


in this section see our head wrangler George P. Hollingbery. 


CHANNEL 7 DAYTON, OHIO 





One of America’s 
great area stations 


a 


—_ ——EE 
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learning that Jtalian Theatre was one 

of the film programs mentioned by 

New York tv viewers in the Pulse 
survey. 

Rose Peters 

Landi Advertising Co. 

New York City 


Note: Permission granted. 


Confidence in Spot 

phakou I note that many of my friends 
(“Spot Future Bright,” tv ace, July 
1956) are pictured among the group 
who have as much confidence in the 

future of spot tv as I have. 
J. S. Hewirr 
President 
Anahist Co. 
Yonkers, N. Y. 


Film Article 
My heartiest congratulations for 
your remarkably fine August issue. 
The lead article, “Will 1957 Be Year 
of Decision,” is terrific. T.A. is a good 
magazine to have around—it makes 
our industry seem so alive and vibrant. 
Davip A. Baber 
Vice President 


Atlantic Television Corp. 
New York City 


Sold on “‘New Sell’ 

UPA enjoyed the August issue of 
TELEVISION AGE. We felt that the ar- 
ticle “The New Sell” was very infor- 
mative and gave us a better insight 
into tv-commercial production. We 
were especially interested to read the 
comments of the various producers. 

Rita CuMMINGS 
UPA Pictures Inc. 
New York City 


I have found the article “The New 
Sell” to be very interesting and in- 
formative. 

WiLuuaM R. WITHERILL, Jr. 
Video Films 
Detroit, Mich. 


I have read with avid interest the 
article “The New Sell.” 

Frep A. NILEs 

Fred A. Niles Productions 

Chicago, Til. 





WBEN-TV’s 


“Speaker of 
the House” 


talks the sponsor’s 
language ! 











John Corbett, “Speaker of the. 
House” on WBEN-TV's prestige 
program, covers the home with 
helpful information on everything 
from painting to potting flowers. 


Sponsors are justifiably interested in one 
important thing from their television effort ...results! 


And John Corbett, WBEN-TV’s “Speaker of the 
House’, talks their language. His typical afternoon 
TV stint, a fact-filled 15 minutes of practical help for 
homemakers and home owners, gets results. 820 lawn 
rockers from four minute spots; 5,800 kitchen dish 
towels from three minute announcements; 8 refriger- 


ators and 257 Bar-B-Q sets from just a minute each. 


Money talks and the’ “Speaker of the House’ makes 
the kind of conversation that rings the till. When 
Johnny speaks for you he’s heard in the WBEN-TV 


market — New York's second largest. 


Before you let anyone tell your product-story in 
Western New York learn all about another of the 
prestige programs of WBEN-TV*— “The Speaker of 
the House” —heard daily Monday through 
Friday at 1:45 p.m., on Channel 4 — Buffalo. 






— 


> WBEN-TV 
hee CBS BASIC 


The Pioneer Station of Western New York 


Represented Nationally by: Harrington, Righter & Parsons, inc. 
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GOBEL 


STEVE §@ “DAVE - 
ALLIEN Wie GARROWAY 
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WBUF, Channel 17, Buffalo, is sold by) 
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NBC 
Television 


has 
a new 


address 


in 
What's more, WBUF is upping its cover- 
K, utfa i O . age area—increasing power to 500,000 
a Te IVWA TG watts and shifting transmission to a new 
; 740-foot tower (1349 feet above sea level) 


—to bring additional Greater Buffalo 
counties within reach of the WBUF signal. 


As of August 14, WBUF is the basic affili- 
ate of the NBC Television Network in the 
nation’s 14th market. Now, with al/ the 
big NBC-TV shows coming to Buffalo 
exclusively on WBUF, local and national 
spot advertisers are staking out prime 








aE cone 


availabilities next to top-rated stars like 
Perry Como, Bob Hope, George Gobel, 
Groucho Marx, Dinah Shore, Jack Webb, 
Steve Allen, Sid Caesar . . . next to top 
drawer special events like the World Se 
ries, NCAA Football, NBC Spectaculars! 


In the first seven months of this year, only 
a limited number of NBC-TV programs 
were aired by WBUF. Yet so strong was 
the appeal of those few network shows, 
coupled with WBUF's superior film pro- 
grams, that UHF conversion in Buffalo's 
metropolitan area rose an impressive 
52.5% —from 105,000 to 160,100! 





Now is the time to join national spot ad- 
vertisers like Bulova, Coca Cola, Leve1 
Brothers, Liggett & Myers, P. Lorillard, 
Philip Morris, Simmons Mattress and 
Bell Telephone in discovering the selling 
power of NBC’s newest basic affiliate. 


With WBUF, Buffalo—as with each of the 
NBC Spot Sales Stations—it's the happy 
marriage between NBC quality program- 
ming and outstanding local shows that 
makes it the choicest buy in its market! 





There’s always something extra on the 
stations represented by NBC Spot Sales. 





REPRESENTING THESE LEADERSHIP STATIONS: 





NEW YORK WRCA, WRCA-TV BUFFALO WBUF SEATTLE-TACOMA KOMO, KOMO-TY 
s POT & A L E SCHENECTADY- LOUISVILLE WAVE, WAVE-Tv LOS ANGELES KRCA 

prarespesiglicessediserend CHICAGO WMAQ, WNBQ PORTLAND KPTV 

PHILADELPHIA WRCV, WRCV-TV 

WASHINGTON WRC, WRC-TV ST. LOUIS KSD, KSD-TV SAN FRANCISCO KNBC 

MIAMI wext DENVER KOA, KOA-TV HONOLULU K@U, KONA-TY 
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They come in all sizes, and in ages from 3 to 93. 
And every last one of them is a pushover for a good 
cartoon. That’s why WOR-TV’s new fall series is 
such good news for advertisers. 


CRUSADER RABBIT, TV’s No.1 cartoon performer... 
in brand new episodes never before seen on 
New York TV, and exclusive to WOR-TYV. 


TERRYTOONS, with millions of theatre and comic 
book fans, also in new and exclusive sequences. 


Hosts for the Show: Crusader Rabbit himself, in 
animated sequences specially prepared for this 
series, assisted by a live and most unusual MC. 


All this plus a perfect time-period, with 

no competing children’s programming... 
exceptional merchandising aids... and a most 
attractive price tag. Need to hear more? 
Just call us. 


Pe ge CRUSADER RABBIT'S TERRYTOONS 
S Monday-Friday - 7-7:30 pm. 


Sich 


- ss 
; first with the finest films ee tt tts, , 
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WHAT'S AHEAD BEHIND THE SCENES Te | Cte SCO pe 





Time-Sale Box Score 


Official FCC figures for television time sales for 1955 
have now been released, showing that total revenues from 
time sales for that year were $681.1 millions. The FCC, 
breaking down these figures into categories, shows that 
network sales amounted to $308.9 million, national spot 
to $222.4 million and local to $149.8 million. Tv AGE, in 
its estimates of television time-sales totals published more 
than a year ago, was 3 per cent high in its total billings 
estimate, with $705.1 million as its figure. In the various 
divisions, the magazine was 1 per cent high for network 
time sales, 6 per cent high for national spot and 3 per 
cent above the local billings. 


New P&G Product 

One of the new Procter & Gamble products is a shampoo 
called Velvet Blend, which is being handled by Grey Ad- 
vertising Agency, New York. The product is being tested 
via newspapers and tv spot in Denver and Minneapolis. 
When the test results are in, there will, of course. be an 
extension of spot activity. 


Football Sellout at CBS-TV 

The S.R.O. sign is officially out on CBS-TV’s pro-foot- 
ball schedule. In addition to the previously announced 
ten sponsors, the network has signed two more breweries, 
Pabst Brewing Co. and National Brewing Co. 


Adolph’s Eyes Spot 

Adolph’s Ltd., maker of a meat tenderizer, is thinking 
about a large-scale tv-spot campaign that would get under- 
way in March of next year in some 36 markets around 
the country. The company would use participations in 
women’s shows. J. P. Shelley & Associates, Inc., Los 
Angeles, is the agency. 


Spot Toppers 

Front-running spenders in spot tv for the nine months 
so far tabulated by the Television Bureau of Advertising 
(October 1955 through June 1956) cover a range of 
products—soaps, cars, smokes, foods and pharmaceuticals. 
The big ten are: Procter & Gamble, $16,388,400; Brown 
& Williamson, $8,334,400; General Foods, $7,036,000: 
Sterling Drug, $6,284,300; Colgate-Palmolive, $5,053,600; 
Miles Laboratories, $4,650,900; Philip Morris, $4,551,000; 
National Biscuit, $4,372,800; Kellogg, $4,118,900, and 
General Motors, $3,858,600. In the most recent quarterly 
figures (April-June 1956) TvB’s top 200 included 34 ad- 


vertisers new to the list. 


Pacific Makes Plans 


Pacific Finance Corp. is currently making its 1957 ad- 
vertising plans. Managers in each of the company’s 
branches have a lot to say about the amount of money 
apportioned to each media. Ruthrauff & Ryan, Inc., Los 
Angeles, is the agency. 


Tv Sells Shoes 


“Television advertising for Poll-Parrot Shoes has been 
by far the most effective means we have ever found to 
impress children with our brand name and to lead their 
parents into a retail shoe store or department and ask 
for shoes by brand name,” says M. H. Cable, advertising 
manager of the Roberts, Johnson & Rand division of Inter- 
national Shoe Co. The Poll-Parrot formula, as well as 
those of more than a score of other shoe manufacturers 
and dealers who use television advertising, will be in- 
cluded in the October 8th issue of Tv Ace. 





An nts for Lay’s 

This fall, H. W. Lay & Co., makers of Lay’s potato chips. 
peanut butter, peanuts and Fritos, will be using announce- 
ments instead of film programs. (Last fall the company 
sponsored CBS Television Film Sales’ The Adventures of 
Long John Silver.) The following 22 markets are among 
those in which the company will most likely make its buys: 
Nashville, Memphis, Montgomery, Macon, Greensboro, 
Knoxville, Columbus, Ga., Jacksonville, Savannah, Louis- 
ville, Tampa, Baton Rouge, Greenville, N. C., Miami, 
Jackson, Miss., Columbia, S. C., Atlanta, Asheville, Green- 
ville, S. C., Augusta, Charlotte and Chattanooga. The 
agency is Liller. Neal & Battle. Atlanta. 


$1.25 Per Thousand Impressions 

TvB studies now underway indicate that a schedule of 
ID’s and announcements covering nearly two-thirds of the 
television homes in the United States can be purchased at 
a cost-per-thousand sales impressions of less than $1.25. 
Details will appear in the September 24th issue of TV AGE. 


Spot Report Hitchhikes 

American Chicle Co., adding markets for Rolaids and 
Certs, Ted Bates & Co., Inc., New York, Cameron Higgins, 
timebuyer; B. T. Babbitt, Inc., test campaign for new 
cleanser, Cameo, Dancer-Fitzgerald-Sample, Inc., New 
York, William Santoni, timebuyer; Continental Baking 
Co., still buying for Profile Bread, Ted Bates, George 
Detelj, timebuyer; E. F. Drew & Co., one or two market 
tests for Tri-Nut Margarine, Donahue & Coe., Inc., New 
York, Agnes Day, timebuyer. 
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TOTAL MEASURED : TOP TEN NETWORK 
QUARTER HOURS PROGRAMS 


WDEF-TV 300 WDEF-TV 8 





Station B iva | Station B 


TOP FIFTEEN 
SYNDICATED 
PROGRAMS 


WDEF-TV 12 


Station B 3 


THE BRANHAM COMPANY 


A*R*B June 8-14, 1956 
CH. ' 


eee Se Beat iti ee OF 
en odints pet oe ie 


‘CHATTANOOGA = The 79th Market 
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Business barometer 


Network billings,which have been a consistently strong performer over 
the past year, took the customary drop in June. 





The TELEVISION AGE Business Barometer report indicates that network 
business was off 5.5 per cent in June as compared with May. 





This drop may be compared with network billings a year ago in June when 
the Business Barometer showed a decline »o: 6.4 per cent .9 per cent greater 
than this year. In 1954 the drop in June for network business was 6.1 per cent. 





This comparison shows that the network drop for June was to be expected 
and that it is not as great in 1956 as it was in either of the two previous 
years that the exclusive TV AGE survey has been in operation. 





Checking back over the past year the upward trend of network business is 
clearly indicated. 





After the 6.4 per cent drop in June, network billings declined 4.3 per 
cent in July, then turned upward to gain 1.1 per cent in August, 8.2 per cent in 




















September, 14.9 per cent in October, 3.5 per cent in NETWORK BUSINESS 
November, 1.9 per cent in December, 4 per cent in 
January, 2 per cent in February and 9 per cent in Jan Feb. March April May June 
March. In April there was a decline of 4 per cent and +100 
in May an increase of 4 per cent. Ae 
1956 + 90 
Each of these percentages is a comparison with + 85 
the previous month. They serve to indicate the 4 80 
strength of network business, with only three months of 
the year showing a decline as compared with the month + % 
before. + 70 
+ 65 
The accompanying chart not only shows the PE Pd tine atl na Pe 
network billings trends for the past six months but 1955 + 55 
also indicates the same six months for the previous 4 50 
years. All charts are built on the arbitrary base of 45 
October 1953, the date the Business Barometer study T 
began. + 40 
+ 35 
By station classification the June study + 30 
indicates that on the smallest stations, those with 1954 4+ 25 
annual billings under $500,000 network business + 20 
as compared with the previous month was well +. 


above the national average. 
Next larger stations,those with billings between $500,000 and $1 
million, were at, or near, the national percentage figures for network billings. 





Stations with billings between $1 and $2 million were slightly ahead of 
national averages in most cases. 








Outlets with total billings between $2 and $5.5 million were under the 
national average for the most part, whil: the largest stations, those with 
billings of more than $3.5 million, reported business very close to the national 
average. 





This is the 33rd regular Business Barometer report on network business. 
Next issue, September 24, TELEVISION AGE will report on national spot and local 
business for June. 





The exclusive and copyrighted Business Barometer service is prepared 
from figures submitted by a scientifically prepared sample of stations. Figures 
are sent to Dun & Bradstreet and that Wall Street firm submits percentages to 
the magazine. 


*Copyright 1956. TELEVISION AGE. Points indicated are above Oct. 1953, base month for chart. 
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MORE AUDIENCE’ THAN 
ANY STATION IN HOUSTON 
eeeeeeeseeees THATS WHAT 


WNBF-TV, BINGHAMTON, N.Y. 
DELIVERS DAY AND NIGHT 
SEVEN DAYS A WEEK-AT 


LOWER COST PER 1000. 
YOUR BLAIR-TV MAN HAS 
THE EVIDENCE FOR YOU. 


Also more audience than any 
station in Baltimore, Kansas City, 


Buffalo, Minneapolis-St. Paul, ‘ey ha ta F = T V 


Milwaukee and other major BINGHAMTON, NEW YORK 
markets; at lower cost than 


every station in eight out of 
the ten major markets. (@) 
Telepulse, December, 1955. © Channel 12 


NBC-TV « ABC-TV 








A_TRIANGLE STATION 





operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 


WPIL-AM-FM-TV,Philadelphia, Pa./ WNBF-AM-TV,Binghamton, N.Y./ WHGB-AM,Harrisburg, Pa./ WFBG-AM-TV,Aitoona, Pa. 


September 10, 1956 Television Age 











NBC-TV O. & O. TINT DRIVE. RCA- 
NBC’s determined campaign for color 
television strikes out in earnest on the 
owned-and-operated front. 

Underway in Washington, D. C., for 
WRC-TV is a $4-million plant that will 
be fully equipped to transmit local 
and network color. 

wNBQ Chicago, launched in April as 
the world’s first all-color station, will 
be presenting 50 hours of color a week 
this fall. 

NBC o. & o.’s in New York, Los An- 
geles and Philadelphia will by fall each 
have two color cameras and a color 
film chain. 

The new Buffalo o. & o., uhf channel 
17, will be sending network color when 
its new plant is finished, local live to 
follow. 

In addition, the net opens three new 
color studios this fall: The Ziegfeld 
Theatre, in New York’s Broadway sec- 
tion; Brooklyn Two, next to the color 
studio now operating; Color City Four, 
to be built in NBC’s Color City, Bur- 
bank. 

Carleton D. Smith, NBC vice presi- 
dent and general manager of wRc and 
wrc-tv Washington, says that with the 
start of the new plant the majority of 
all local live programs will be telecast 
in color. And, he says, the plant will 
be equipped to expand the schedule as 


fast as local interest in color develops. 


WRC-TV EXPANSION. The new 
plant for the Washington o. & o.. 
which has been broadcasting from a 
wing of the Park-Sheraton Hotel, will 
be located on a seven-acre tract on 
Nebraska Avenue in northwest Wash- 
Exterior of the rectangular 
two-story broadcast center will be con- 
temporary, with gray modular brick. 


ington. 


limestone and _ colored 
enamel. 
Plans call for three tv studios—two 


program, one commercial. 


porcelain 


After four months’ operation as an 
all-color outlet, WNBQ has worked up to 
36 local and national spot advertisers 
using multichrome facilities. They are 
presenting a total of 74 live, film or 
slide commercials in an average week. 


according to Jules Herbuveaux, vice- 
president and general manager of the 
Chicago station. Color, he says, has 
brought in new business. In the months 
of May, June and July local and na- 
tional spot sales jumped 25 per cent 
over the same period of °55. 

With the network increasing color 
telecasts from 40 to 80 hours a month 
this fall, wnsg will be carrying 40 
hours of color a week, This means 
eight to ten hours of network, plus 
30 hours of local live and film. 





CARLETON D. SMITH 
. sees local programs in color . . . 


On an average weekday, says Mr. 
Herbuveaux, the station now presents 
23 color programs. There are three 
color studios in operation, with a 
fourth about to be converted. 


PROBLEMS, REACTIONS. Prob- 
lems were fewer than anticipated, says 
the station manager, but some of the 
lessons learned were: scaling down 
amount of light originally thought 
necessary for top picture quality; pre- 
fabrics, 
painted sets to get color contrasts that 
adapt to black-and-white transmission : 


testing of furniture and 


tightening up production techniques to 
make two cameras do the work of 
three. 

wNBQ has been hyper-sensitive to 
reactions. During the first 
week the station received 30 com- 
plaints from black-and-white-set own- 


viewer 


uuvrune Newsfront 


ers. Nearly all the complaints con- 
show that had lighting 


trouble. RCA servicemen checked to 


cerned a 


make sure complainants’ sets were 
working properly. The lighting prob- 
lem was cleared. There have been no 
complaints since. 

Most of the response from color-set 
owners has been complimentary, says 
Mr. Herbuveaux. RCA’s service com- 
pany has also checked the home sets 
involved in cases where there were 
complaints. 

Despite all this spectrum activity. 
the Chicago public seems a little re- 
luctant to follow the RCA-NBC rain 
bow. When WNBQ bowed in color four 
months ago, RCA officials estimated 
color-set circulation at 2,000, predicted 
10,000 sets by fall. Most recent color- 
set figure reported to TELEVISION AGE 
from WNBQ is 3,500 (weBBM-Tv Chi- 
cago still reports 1,000, while other 
outlets there make no count). 

Mr. Herbuveaux, however, cites the 
parallel of color sets now found in 
restaurants and bars with the same 
situation when black-and-white was a 
new thing. And he’s hopeful that the 
recent drop in color-set prices will spur 
a fall sales rise. 


SPONSOR INTEREST. At the same 
time, advertisers would seem to be a 
few paces ahead of the public, which 
is as it should be. Live color com- 
mercials on WNBQ are being shown by 
Sears-Roebuck, Kresge Stores, Rust- 
Oleum, Armour & Co., Kleenex, RCA, 
Procter & Gamble and Philip Morris. 
advertisers in the spangled 
swim include Goldblatt Bros., a de- 
partment store chain; Jewel Food 
Stores; Polk Bros.; Peter Hand Brew- 
ing; Northern Illinois Gas, and First 


Local 


Federal Savings & Loan Assn. 

And client reaction is good: “Beer 
never looked more appetizing and de- 
licious than our Meister Brau does on 
WNBQ color,” says A. S. Gantner, ad 
director of Peter Hand Brewing. 

Says Howard W. Rapport, Tatham. 
Laird commercial supervisor on the 
Armour & Co. account: “At times the 
various food scenes rival the most 


(Continued on page 66) 
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men arming at a nationwide market on the move are 


Chrysier’s Dodge Division and its agency, Grant Advertising, Inc., 
are Sold on Spot as a basic advertising medium. 


When Dodge wants to tell all about its smart new look and 
superior performance, Spot Radio is chosen as the best 
way to reach a huge concentration of prime prospects. And 
all ten radio stations represented by NBC Spot Sales are 
chosen to do the job in their markets. 


Here is Dodge’s “one-two punch” logic: 


1. The best prospects for new cars are owners of old cars. 


2. With 35,000,000 cars now radio-equipped, Radio—and 
only Radio—is “built-in” to sell car-owners. 


W. D. (Pete) Moore, Dodge Division’s Assistant Sales 
Manager in Charge of Advertising and Sales Promotion, 
sums up for Spot Radio: 


e- “Spot Radio is essential to any balanced, overall pro- 
motional or advertising effort.” 


e “Spot allows you to reach a large market quickly, and 
in many cases to saturate that market rapidly, with a 





inc.; Arneld Thomson, Adv. 
Mgr., Dodge Division, Chrysier 
Corp.; W.D. (Pete) Moore, Asst. 
Sales Mgr., in Charge of Adv. 
and Sales Prom., Dodge Divi- 
sion, Chrysler Corp.; William B. 
Buschgen, Radio Sales Mer., 
Myers B. Cather, V.P. and Acct. 
Exec., Grant Advertising, inc.; 
Jack W. Miner, Vice Pres. in 
Charge of Sales, Plymouth Divi- 
sion, Chrysler Corp. (formerly 
Gen. Sales Mgr ., Dodge Division, 
Chrysler Corp.) 





OLD ON SPOT 


isi sid New York WRCA, WRCA-TV Louisville WAVE, WAVE-TV 
new advertising message. aehenamede Chicago 


. ° Albany-Troy WRGB St. Louis 
e “With greater suburban growth, and increased use of Philadelphia WRCV, WRCV-TV Denver 


° r Washington WRC, WRC-TV Seattle-Tacoma 
cars for commuting, Spot Radio in early morning and late Miami wCKT 


a Buffalo WBUF 
afternoon now reaches a greater audience than ever before.” 


San Francisco 
Honolulu 


e “Our own sales of car radios indicate that this trend 
will continue to grow!” 


SPOT SALES 


Dodge reaches its best prospects—in the mood and on the 
move—with Spot Radio. Let us show you how you can 
build your sales in these 15 major markets: 








A MODEL OF PROGRESS 


Here is a model of WRC and WRC-TV’s new $4- 
million plant—the first ever built from the ground up 


specifically for Color Television. This is another giant 
step in NBC’s development of complete local facilities 
for nationwide color-casting. By Fall of 1957, NBC’s 
key stations in the Capital will be serving their adver- 
tisers, their audiences and the nation from the most 
advanced structure of its kind. 


For advertisers, it represents the newest, most dynamic 
approach to a market of consumers with the largest 
family income in the country. 








For Metropolitan Washington, it represents an oppor- 
tunity to see live, local programming in Color, supple- 
menting NBC’s network Color service. 


For the nation, it represents the prospect of seeing 
important events and personalities transmitted from the 


Capital with the total realism of glowing Color. 


This is the building to keep your eye on. It is an integral 

part of booming Washington. It promises a brighter, 

more colorful future for your product, your customers 
. and you. 


WRC and WRC-TV = = = SOLD BY Gs) SPOT SALES 
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NBC LEADERSHIP STATIONS IN WASHINGTON, D.C. 
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Shifting into high 


Tv again primed to spark auto sales 


as makers and dealers accelerate 


advertising plans for 1957 


he much-bruited decline in output and sales 

of new cars this year, following the phenom- 
enal pace set by the automotive industry in 1955, 
has led a considerable segment of the non-Detroit 
population to the erroneous conclusion that the 
motor-car business is as deflated as a 1922 
inner tube. 

True, there has been, during the first six 
months of 1956, a 25.03-per-cent* cutback in 
production from the record-shattering 4,257,150 
units manufactured over the same period last 
year. But everything, as a gentleman named 
Einstein once pointed out, is relative. 

For despite that seemingly sharp retrenchment, 


U.S. automobile plants turned out 3,191,706 
cars between Jan. 1 and July 1 of the current 
year to chalk up the third highest first-half pro- 
duction total in the history of the industry. 

This figure is exceeded only by last year’s 
all-time high for the period and by the 3,256,010 
autos which rolled off assembly lines during the 
January-June section of 1953. This year’s four- 
millionth vehicle was assembled on July 16, six 
weeks later than its 1955 counterpart. 

It’s also true that sales were off for the first 
half of 1956—but only when measured by the 
yardstick of last year’s record peak. New-car 
registrations for the first five months of this 


September 10, 1956, Television Age 





Sullivan and Mercury. 





“Johnny and Lucy” sell Oldsmobiles. 


Ford shoots a truck commercial on 
location. 




























semester, plus 24 states for June, to- 
talled 2,727,514, approximately the 
same figure rung up for the compar- 
able period in 1954 and only 343,266 
less than last year’s 3,070,780. 

Although automobile advertising 
appropriations, like production and 
sales, reached new highs in 1955, the 
Detroit manufacturers were—and still 
are—relatively underspent in network 
and spot television, particularly in the 
light of their newspaper representa- 
tion. 

Less than 10 per cent of national tv 
advertising dollars comes out of De- 
troit, while nearly twice this appropri- 
ation of newspaper ad dollars stems 


Dodge makes the grad 
from the auto makers. Yet curiously 
enough, the current car-sales “slump” 
developed on the heels of the heaviest 
newspaper advertising campaign the 
Detroit contingent ever conducted. 

Automobile advertising in the print 
medium during 1955 ran 33.6 per cent 
higher than in 1954. If more of this 
money had been siphoned into tele- 
vision channels, opine a number of 
competent observers (not only in the 
tv field, either), there might have been 
no slackening-off of the 1955 pace for 
the auto market. 

As a corporate entity, General Mo- 
tors—with total sales of 1,418,163 cars 
for the first five months of 1956, plus 
24 states for June, as against 1,539,577 
for the similar period last year—has 
invested proportionately less in tele- 
vision than any other regular automo- 


* Production, percentage and sales fig- 
ures from Automotive News. 


%*% 


e on The Lawrence Welk Show. 





tive network advertiser. 

Two of GM’s divisions, however. 
have been staunch advocates of the 
visual medium and will continue to be 
during the upcoming 1956-57 season. 
Chevrolet and Oldsmobile are the GM 
standard-bearers in the use of extensive 
network television and, to a lesser de- 
gree, of spot tv. 

Last season Chevrolet sponsored The 
Dinah Shore Show (Tues.-Thur. 7:30- 
7:45 p.m.) and The Chevy Show 
(every third Tuesday 8-9 p.m.) on 
NBC-TV, Crossroads (Fri. 8:30-9 
p.m.) on ABC-TV and participated in 
the across-the-board morning Garry 


Moore Show on CBS-TV. Although 


using spot sporadically most of the 
year, Chevrolet went in for strong 
campaigning of this type at new-model 
announcement time. Campbell-Ewald. 
Detroit, handles the account. 

In view of this broad usage of tv 
advertising, it can be considered sis- 
nificant that of the 18 individual makes 
of automobile Chevrolet was one of the 
only two to show an increase in sales 
for the first five months of 1956. Over 
that time, and adding new-car regis- 
tration reports for 24 states in June, 
GM’s lowest-priced make tallied 706.- 
995 cars sold, compared to 649,991 a 
year ago, placing it first with a 25.9- 
per-cent share of the total market. 

The Lincoln Division of the Ford 
Motor Co. was the only other to show 
a gain in sales this year over last— 
19,263 to 13,321, undoubtedly a re- 
flection of the even larger audience for 
the top-rated Ed Sullivan Show (Sun. 
8-9 p.m.) on CBS-TV in the face of 








little opposition from the correspond- 
ing NBC-TV time segment during the 
past season. Lincoln, along with its 
Ford stablemate, Mercury, is renewing 
its sponsorship of Sullivan for the sixth 
year, through Kenyon & Eckhardt, New 
York. 

The Chevrolet lineup on all three 
networks for the coming season will 
be the same as it was last year, with 
one slight increase. Instead of bank- 
rolling The Chevy Show every third 
week, the division will present the pro- 
gram on alternate Tuesday evenings 
during 1956-57. 

Oldsmobile, the second heaviest user 
of network tv among General Motors 
products in the automotive field, was 
in fifth sales position for the first five- 
months-plus of °56, with 211,226 ynits 
delivered to new owners, as against 
255,509 in °55, for a 7.7-per-cent share 
of the total. 

Speaking for the division, general 
merchandising manager L. F. Carlson 
says: “Television figures prominently 
in Oldsmobile’s 


Starting with the conventions earlier 


advertising _ plans. 
this summer and continuing with the 
elections in November, we have devoted 
and will devote special emphasis to 
selective programming. In addition, 
spot tv in key markets, on a basis com- 
parable to last year, and the new Satur- 
day-night ‘special-event’ spectaculars 
on NBC will carry Oldsmobile’s mes- 
sage to tv’s ever-growing audience.” 
Oldsmobile 


sponsorship of the Republican and 


divided a_ three-way 
Democratic conventions in August with 
Radio Corp. of America and Sunbeam 
Appliances. The forthcoming series of 
NBC spectaculars (every fourth Satur- 
day 9-10:30 p.m.) will be split with a 


(Cont-nued on page 50) 




















Little Leaguers pitch Chevrolet. 








he continued health of the national 

economy, improved highways and 
a record number of automobiles have 
put more Americans on vacation wheels 
this summer than ever before. 

The result has been a rich bonanza 
for the gasoline and oil companies, 
from the national distributors right 
down the line to the proprietors of 
corner service stations. 

But even such a prosperous year has 
not been shared equally by the highly 
competitive gas and oil industry. The 
more aggressive distributors and deal- 
ers are reaping the lion’s share of the 
reward. A closer investigation shows 
that more often than not these favored 
ones are the same that have had the 
foresight to choose television as one 
of the principal, if not the principal, 
method of advertising. 

This year gasoline and oil proces- 
sors and distributors will spend some 
$20 million for television advertising. 
About $6 million of this will go into 
network programs, but the big bulk, 
some $14 million, will be spent on ID’s, 
announcements and programs, placed 
on a national spot basis. 

No single part of the country is 
especially favored for this type of 
tv advertising. Every market has its 
gas and oil 


television sponsors. 


Weather and news programs are given 
a high rating by distributors who use 
announcements and short programs. 
Syndicated film shows are a leading 
choice of those firms which favor a 
longer program, appearing at less fre- 
quent intervals. 

But the distributors and larger com- 
panies are not the only users of tv. 
Many smaller dealers buy television, 
and at least a few of the larger firms 
started on tv as single-service station 
operators and have grown with the 
medium. 


Definitely Helped 


“We feel that our television adver- 
tising has definitely helped the sale of 
Skarty Oil products,” says Ralph Nel- 
son, local manager for Skarty Oil in 
Rapid City, South Dakota. 

“A careful analysis reveals a number 
of important tangible results traceable 
to our campaign on KEYT,” says O. 
B. Tucker, advertising manager of Sea- 
side Oil Co., of Santa Barbara, Calif. 

Among the larger companies Atlantic 
Refining Co. is typical of those which 
have great faith in the power of tv. 
“We have been convinced of the im- 
portance of television since its very 
earliest days,” says a spokesman for 
the company. “Actually we began tele- 
casting sports 


events through our 


Gasoline and oil 


Tv-advertised brands lead 
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agency, N. W. Ayer & Son, Inc., over 
Philco’s station w2xE Philadelphia in 
1940 when the FCC first permitted 
commercial sponsorship of television 
programs. 

“We believed then—and our con- 
tinuing experience has confirmed this 
—that television offers an excellent 
chance to demonstrate by live action 
commercials, films and cartoons, the 
way Atlantic products help keep mo- 
torists ‘on the go.’ Through television 
we can show Atlantic service station 
dealers at work on cars and point out 
the advantages of Atlantic products. 
These are among the many unique 
values television provides.” 

And Robert M. Gray, advertising 
manager for mighty Esso Standard Oil, 
says: “As television took its place 
among the major media, it became an 
increasingly important member of our 
media team. The demonstrated selling 
power of the television medium is such 
that I believe it will play an increas- 
ingly important part in our future ad- 
vertising plans.” 

An analysis of the television advertis- 
ing of the important gasoline-and-oil- 
product group reveals how various 
types and sizes of firms have adapted 
television to their problems. The flex- 
ibility of national spot is particularly 
useful, since it can be fitted to the 




















needs of one filling station or 500, one 
city or all of the cities in ten states. 

Following are brief reports on the 
television advertising experience and 
practice of a representative group of 
gas and oil distributors and dealers. 
They are presented in alphabetical 
order. 

e American Oil Co. uses the CBS- 
TV network show Person to Person 
(10:30-11 p.m. Fri.) in the east-coast 
area, where it has heaviest distribution, 
to push its Amoco gasoline and motor 
oil. In addition, Amoco uses spot here 
and there. On only one station the first 
of 1956, by the end of June the com- 
pany was using KVAR Phoenix; KPIX 


San Francisco; witN Washington, 
N. C.; KFpDA-TV Amarillo; KTBC-TV 
Austin and KFJz-Tv Ft. Worth. 


Joseph Katz Co. of New York is the 
agency and Edward A. Fonte the media 
director. 

e Atlantic Refining Co. is a heavy 
television advertiser throughout its ter- 
ritory. The company has year-round 
contracts for its Atlantic Weatherman 
in 10 markets and sponsors baseball 
in some four additional areas. N. W. 
Ayer, New York, is the agency and 
William Millar the timebuyer. 

Last fall Atlantic used a 26-station 
tv network to carry the College All- 


Star game on August 12, a 21-station 
retwork for the Professional Football 
Championship game on Dec. 26 and 29 
television stations for the regular sea- 
son schedule of the New York Giants- 
Philadelphia Eagles and Pittsburgh 
Steelers. Stations used included: 
wrow-tv Albany; WNBF-TV Bingham- 
ton, N. Y.; wer-tv Buffalo; wcNny-Tv 
Carthage, N. Y.; WKNyY-TV Kingston, 
N. Y.; wasp New York; WHAM-TV and 
wrRGB Rochester; WHEN-TV Syracuse; 
WKTV Utica; wTao-Tv Boston; WGTH- 
Tv Hartford, Conn.; wnuc-tv New 
Haven; WHYN-TV Holyoke, Mass.; 
wMuk-TV Manchester, N. H.; WMGT-TV 
Pittsfield, Mass.; WPRO-TV Providence; 
WFIL-TV Philadelphia, Pa.; WGLV 
Easton, Pa.; wcaL-Tv Lancaster; 
WHUM-TV Reading, Pa.; WILK-TV 
Wilkes-Barre; wsBa-tv York, Pa.; 
KDKA-TV Pittsburgh; wFBG-Tv Altoona; 
WCMB-TV Harrisburg; WARD-TV Johns- 
town, Pa.: wsTv-Tv Steubenville, Ohio; 
and wTRF-tv Wheeling. 


Heavy Football Schedule 


Plans for football this fall have not 
been completed but Atlantic is plan- 
ning a heavy schedule. 

For 1956 baseball Atlantic is using 
13 television and nearly 100 radio sta- 
tions to carry games of Philadelphia 
Phillies. Boston Red Sox and the Pitts- 


burgh Pirates. This year 126 major 
league baseball games are being tele- 
vised and Atlantic is taking one-third 
of each of these. Stations include: 
WFIL-TV and WRCV-TV 
wPFH Wilmington; wGaAL-Tv Lancas- 
ter; WILK-TV Wilkes-Barre; WLEV-TV 
Bethlehem, Pa.; wcms-Tv Harrisburg; 
WHUM-TV Reading, Pa.; WNOW-TV 
York, Pa.; wBz-Tv Boston; WJAR-TV 
WHYN-TV Springfield, 
Mass.; KDKA-TV Pittsburgh. 

One of the Atlantic Weatherman pro- 
grams, which the company rates highly, 
is that on wicu-tv Erie, where the 
program has been a favorite for two 
years. On Mondays through Fridays at 
11 p.m. the weather is handled by Bill 
Cardille. Dressed as an Atlantic station 
attendant, Cardille uses a complete set 
of weather props. His maps have slid- 


Philadelphia; 


Providence; 


ing glass panels on which commonly 
used weather insignia are painted. He 
fills in, with crayon, temperature highs 
and lows, barometer readings, surf 
temperature, etc. On each telecast a 
salute is given to a particular Atlantic 
station, giving the address, manager’s 
name and an invitation to viewers to 
pay the station a visit. Film clips open 
and close the show. 

Stations carrying the Atlantic ‘veath- 
er programs besides wicu-Tv include 


(Continued on Page 72) 





a series of product group success stories ; & 
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Public-service 
report 


Survey shows 


record of average tv stations 


by classification, 






$501-$900 


$901-$1500 


$1501 UP 


first half, 1956 


ommercial television stations are 
Cc continuing to set new records for 
time given free-of-charge to the public. 
The exclusive TELEVISION AGE quar- 
terly survey of public-service programs 
shows that the second quarter of 1956 
first 
quarter—far outstripping last year’s 


continued the pace set in the 
donations. 

In 1955 the total for time and talent 
given to worthy causes by American 
estimated $133 
million. This year, if the pace set in the 
first and second quarter continues, the 
giveaway total for the 466 commercial 


stations reached an 


stations will reach a figure somewhere 
between $175 and $180 million. 
Generally, the requests which tele- 
vision-station managers receive for 
free time are heaviest in the winter 
months. Most stations will show on 
their logs that there are greater de- 
mands in October, November, Decem- 
ber, January, February and March 
than there are for the other six months 


of the year. 
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Continuing this exploration further, 
one finds that there are usually more 
requests for free time in the last quar- 
ter than in any other three months. 
This is followed by requests in the first 
quarter, then by the second quarter. 
The third quarter is ordinarily ex- 
pected to be the lowest in public-service 
time needs. 

This ratio is altered, however, when 
the station management voluntarily 
adds a public-service program to the 
schedule without a 
from, say, United States 
Bonds, flood relief, American Red 
Cross or any other public, or public- 


station request 


Savings 


spirited, agency. 

A half-hour public-service program 
once a week quickly adds up in value 
on a station with a Class A hourly rate 
of $750, and even though the number 
of spot announcements may have di- 
minished, the total value of time given 
to public service may increase (see 
chart). 

The second quarter saw the number 





Station Class A 


hourly rate 


AVERAGE 
STATION 





Announcements 

& ID's 

first quarter 919 
second quarter 891 


total 1,810 


first quarter 911 
second quarter 809 


total 1,720 


first quarter 989 
second quarter 1,047 


total 2,036 


first quarter 1,089 
second quarter 1,064 


total 2,153 


first quarter 1,337 
second quarter 1,330 


total 2,667 


first quarter 1,020 
second quarter 963 


total 1,983 


and value of average-station public- 
service announcements and ID's drop 
under figures for the first quarter. The 
number of announcements decreased 
from 1,020 the first quarter to 963 the 
second, and the value of these same 
announcements dropped from $62,464 
to $45,425. 

At the same time there was an in- 
crease in public-service programs for 
the second quarter. These programs 
numbered 182, as compared with 180 
the first three months. The time given 
to these programs increased from 70 
first 102 the 
second. In value the increase for pub- 


hours the quarter to 
lic-service programs on the average 
station was from $26,404 for the first 
quarter to $40,921 the second quarter. 

The total time and talent donations 
for the average television station in the 
second quarter are estimated, on the 
basis of the TV AGE survey, at $89,512, 
as compared with $98,262 the first 
quarter of 1956. This can be compared 
with the $292,346 which the average 
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254,051 143 
309,034. 135 
563,085 278 

180 70 

182 102 

362 172 





station donated during the full year 
of 1955. 

Some interesting comparisons came 
to light when stations of the same class 
were compared for the two quarters. 

Stations with a Class A hourly rate 
of $250 or less donated 891 announce- 
ments the second quarter, compared to 
919 the first. Their value was $18,188, 
as compared to $29,749 the first quar- 
ter. Although they averaged to donate 
the same number of programs, 125, the 
length of these programs was longer, 
80 hours the second quarter and 56.5 
hours the first. The value of programs 
was less the second quarter—$12,134, 
as compared with $16,804 the first 
three months. 

The total donated in the second 
quarter, then, for the average small 
station was $31,554, as compared with 
$48,602 the first quarter. 

Comparisons of the number of pro- 
grams and their value for the two 
quarters would seem to indicate that in 
April, May and June small stations 


Hours 
donated 
























Value 


programs 





197,229 
282,976 





Value time 
of personnel 








193,160 









Total donated 
during 1955 


87,588 
105,572 








480,105 


26,404 
40,921 


67,325 


used more public-interest programs, 
but located them in lower-priced time 
segments, than had been the case in the 
first three months of the year. 

Going to the other end of the scale 
and examining the record of the largest 
stations, those with Class A hourly 
rates of $1,500 or more, shows an en- 
tirely different situation than that in- 
dicated among small stations. 


Almost the Same 


These stations had almost the same 
number of announcements and ID’s the 
second quarter, 1,330, that they had 
the first, 1,337. The value of these 
announcements was more than it had 
been the first quarter, $309,034, as 
compared with $254,051. This would 
seem to indicate that the announce- 
ments were longer (minutes rather 
than ID’s) or were placed in more ex- 
pensive time. 

The same general tendency seems 
true of programs, of which there were 
135 the second quarter, as compared 





187,774 





1,262,807 


98,262 
89,512 


292,346 





with 143 the first. Less time was given 
to these programs, but their value, the 
stations report, was much higher— 
$282,976 the second quarter, as com- 
pared with $197,229 the first quarter. 
Here again, difference in time of day 
accounts for the difference in value. 

Overall, the total time donated by 
the average large television station 
showed an increase in the second quar- 
ter, coming to $596,942, as compared 
to $471,533 the first three months. 

Six-month totals indicate that the 
TV AGE estimate that stations are giving 
away time at a rate of $178 million a 
year seems to hold up very well. 

If the estimate was made on the basis 
of the six-month report and with the 
present number of commercial tele- 
vision stations, the figure for public- 
service time given to worthy causes 
for 1956 would be $176 million. 

Reports on public-service telecasts 
by commercial stations for the third 
quarter will be published in a Decem- 
ber issue of TV AGE. 
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Mystery of Money, WNEM-TV Bay City 





Sioux honor KOTA-TV Rapid City 





Ideas in Action, KARD-TV Wichita 


KTIV Sioux City and (b) WISH-TV Indianapolis 


— in the public interest are 
among the most important seg- 
ments of commercial television station 
programming. 

That station executives have made 
this true is a direct result, not so much 
of the fact that the FCC requires sta- 
tions be operated for the benefit of the 
public, as because tv management real- 
izes programs which benefit the public 
build the community—and anything 
that builds the community benefits not 
only its citizens but the station as well. 

The importance of public interest 
telecasts in the average station’s pro- 
gramming record has just been estab- 
lished by a TELEVISION AGE all-industry 
survey (“Television’s Biggest Give- 
away, TV AGE, June 1956). 

That survey showed free public in- 
terest telecasts, figured at regular sta- 
tion rates, were valued at $133 million 
in 1955. In the first quarter of 1956 
America’s stations gave away time for 
this purpose valued at $44.7 million, 
a volume which, if extended through- 
out the year, would bring the 1956 
public interest donation to $179 
million in airtime. 

These public interest telecasts, of 


Community 
service 


Public interest programs, 


in countless formats, 


often appear on station’s 


choicest time segments 











































course, were ID’s, spot announcements, 
minutes and programs. They covered 
every possible type of effort to improve 
the community, state and nation, from 
helping children with their home work 
to selling United States Saving Bonds. 

It has been said by some television 
critics that the majority of public 
interest telecasts are carried on un- 
popular time segments—late at night, in 
the duller daytime hours, in spots where 
no commercial sponsor is available. 

This is not true in 1956. Some of the 
public interest broadcasts are carried 
in the most expensive Class AA time. 
Every station carries at least an im- 
portant portion of these free announce- 
ments and programs in its better time 
segments. Even stations which are “sold 
out” commercially telecast their fair 
share of public interest programs. Ac- 
cording to the TV AGE survey, this 
means that in 1955 an average station 
donated $292,000 in time to such an- 
nouncements. 

And this is good management be- 
cause many of these programs are 
among the most popular the station 
carries. 


TV AGE has gathered together a 


group of typical public interest pro- 
grams. They are taken from some 60 
different stations in all parts of the 
country and represent almost as many 
different formats as there are siations. 
They are presented here, station by 
station in alphabetical order, as a con- 
crete testimonial to the type of public 
interest programming which is avail- 
able in typical American markets. 
KDAL-TV Duluth for the fight against 
cancer. During the drive for the Amer- 
ican Cancer Society KDAL-TV produced 
and filmed 18 20-second announce- 
ments. Copy was produced by the sta- 
tion and filming was directed by 
operation manager Donn Larson. In 
addition, films furnished by the na- 
tional society were used throughout the 
month. Of the 
films half were also used by WDSM-TV 


8 locally produced 
Duluth during the American Cancer 
Society drive there. 

KDKA-TV Pittsburgh for the Pitts- 
burgh Opera Society. Supporting the 
Pittsburgh Opera Society, KDKA-TV on 
April 5 preempted all commercial pro- 
gramming between the hours of 8 and 
11 p.m. to program a remote telecast 
of Madame Butterfly for the benefit of 


Bill Leonard’s Eye on New York over WCBS 





the opera group. The idea was first 
Harold C. 


president of the Westinghouse Broad- 


advanced by Lund, vice 
casting Co. in Pittsburgh and in charge 
of the station. While it was estimated 
that the cost to the station in labor. 
equipment and time came to a little 
more than $10,000, it was felt that the 
results were so outstanding as to be 
well worth the expense. The telecast 
received a 42 rating and wide notice 
in the press of four states. Donations 
for the society poured in to the sta- 
tion as well as requests for subscrip- 
tions for the 1956-57 season. The so- 
ciety recently gave Mr. Lund and the 
station a plaque which said in part: “In 
recognition of the many contributions 
to the progress of our community 
and of the broadcasting of grand 
opera which has led to greater public 
understanding and enjoyment. ° 
KARD-TV Wichita for education. One 
of the KARD-TV public service telecasts 
which has been unusually meritorious 
is Ideas in Action, weekly half-hour fea- 
ture (10-10:30 p.m. Sun.) 


through the cooperation of the U. of 


presented 


Wichita. The first series of nine pro- 


(Continued on page 80) 
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...a little 


child 
shall lead 
them 


D*: television advertising have an 
effect upon children? 

“T'll say it does,” a typical parent 
might reply. 

A special study, conducted as a 
senior assignment at Princeton Uni- 
versity, avers that tv advertising has 
exerted a “profound” impact upon the 
child audience. 

The study was conducted on 200 
second-grade students in Teaneck, 
N. J., by John D. Neulen, Princeton 
*56, as his senior thesis. The students 
of New 


York were actually questioned last 


in this prosperous suburb 


fall, and the sample included pupils 
from each of Teaneck’s seven elemen- 
tary schools. Results were tabulated 
and evaluated through the course of 
the college year by Mr. Neulen and 
fellow students of motivational psy- 
chology. 

In short, their findings were: 

e The size and wealth of the child 
market is “dynamic and impressive.” 
It’s estimated that some 12 million 
children 


watch and 


11 have tv sets to 
with 10,000 new 


under 
that, 
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oF, 


members entering the market every 
day, its size will grow to 19 million 
by 1962. The total youth market (from 
2 to 12 years old) now spends—or 
controls the spending of—about $20 
billion a year. 

e Viewing habits of children are 
reported as “systematic and conta- 
In the Teaneck 
per cent of all children usually watch 
tv after school at 5 p.m. (Only one 


gious.” survey, 76 


child of the 200 preferred to listen to 
the radio.) And 61 per cent of the 
children said they watched tv with 
their mothers at least once a week. 

e The audience for children’s tv 
shows seems discriminating and loyal. 
Of the three programs considered by 
the Teaneck study—those available be- 
tween 5 and 5:30 p.m. weekdays—the 
favorite led by eight to one. That pro- 
gram was watched by 129 of the 200 
children regularly, five times a week. 


‘ 


® Sponsor identification is “remark- 
able and consistent,” and results sup- 
port a basic advertising theory: the 
percentage of correct sponsor identifi- 


cation varies directly with the length 







Children’s influence 


a ary = 


and amount of sponsorship for a par- 
ticular brand-name product. 

In Teaneck, 55 of the 129 children 
(those who saw the leading program 
five times a week) were able to iden- 
tify every listed sponsor of the show 
correctly. Some even were able to 
identify a one-minute spot advertiser 
when his spot appeared within their 
favorite show. 

e Children’s influence on buying is 
powerful and effective for sales re- 
sults. In Teaneck, 13 of 14 products 
studied had been asked for by the 
children, and in eight the requests 
seemed to be correlated to tv viewing. 
Similarly, 13 of the 14 products had 
been used by the children, with seven 
considered as significantly related to 
tv advertising. 

¢ Brand loyalty resulting from tv 
advertising is considered not only 
“noticeable” but also “impressive” 
children. The New 


youngsters identified themselves with 


among Jersey 


and favored the brand names responsi- 
fare. The 
loyalty seemed to rank with other also- 


ble for their favorite tv 








on buying powerful and effective, student’s research proves 








important factors such as previous use 


of the product, degree of actual 
“liking” of the product and the length 
of time that it had been advertised on 






\ 





Do you have tv at home? 
Yes 200 100% 


Do you ever watch Junior 
Frolics? How often? 


tv. Nevertheless, even though the “ 2 "liye 36 18% 
children may not have actually used What do you like to do at a = 6 
} ? , ~ ‘ our 
an item, they seemed capable of being 2 pms three 19 9 
“pre-conditioned” to favor tv-adver- play 21 10% two o.. Xi 
tised brands. homework ll 5 once 24 12 
The children, all second-graders, o7- 3 a. aoe 82 41 
: = é watch tv 153 76 
were tested by multiple-choice ques- listen to radio 1 S$ Do you ever watch Mickey 
tionnaires, printed in the large primer read 6 4 “tee How often? 7 
type that is often used in reading ma- something else S as a ; 
terial for children. A _ professional het te wee five times 129 64% 
reading consultant directed each class ~_ "toe favorite show four 14 7 
; . . at > p.m.: three 9 4 
in reading the questions out loud, one Sek 3 | 
at a time. After each question was Pinky Lee : 19 9% once 1 5 
read, the students were given time to Mickey House Club 155 77 none 32 16 
Junior Frolics 22 11 


designate their own preferences. The 
questions pertained, as noted, only to 
three programs, all telecast from 5 to 
5:30 p.m. weekdays in Teaneck. 


Do you ever watch Pinky 


Lee? How often a week? 


How often does your mother 
watch, too? 


one five times 23 11% five times 29 14% 

Perhaps the most astonishing answer four re | four 10 5 

in the survey came about accidentally. three 6 4 three 18 9 | 

One question asked for the soft-drink two “a a two 4 “e 

. : once once of i | 
sponsor of a well-watched program, uae 117 58 hs aa 72 36 


and, in that group of multiple choices 


(Continued on page 99) 
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BY S. BROOKE WHITE 


the radio-television 
creative departments of four of the country’s 


A decade spent in 


top advertising agencies has earned S. 


Brooke White a wide reputation as an 
authority on the do’s and don’ts of tv com- 
mercials. 

Since 1946, White has been associated, 
successively, with Foote, Cone & Belding, 
BBD&O, N. W. Ayer & Son and McCann- 
Erickson. He has worked on commercials for 
Studio One, John Cameron Swayze's Plym- 
outh News Caravan, Tex Antione’s W eather 
Show, 11th Hour News, The Big Playback, 
That's My Boy and for numerous spot 
campaigns. 


A* almost any advertising man 
what the most important pre- 
requisite for a television commercial 
is, and the chances are he'll answer, 
“Believability.” 

True, the commercial must be pre- 
sented in an interesting or entertaining 
way, it must demonstrate the selling 
points of the product, it must create an 
urge to buy—but none of these ele- 
ments means very much if the viewer 
doesn’t believe the commercial. 

Getting a commercial from type- 
writer to tv screen in a believable man- 
ner requires: 1) believable writing; 
2) believable acting, and 3) believable 
production. And it is in the failure of 
that second point—believable acting— 
that the effectiveness of many com- 
mercials on television today is de- 
stroyed. 
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Since effectiveness and believability 
are so intrinsically tied together, an 
investigation of acting in commercials 
can be of enormous benefit. It can 
make each of your tv dollars pack 
more punch without costing you a dime 
extra. If, for example, your tv show 
commercials or spot campaign reaches 
15 million viewers, a one-per-cent in- 
crease in the number of viewers who 
believe your commercials amounts to 
150,000 potential 
solidly sold on your product. 


customers more 


Concerned With People 


Acting 


g, as discussed in this article, 


with 
people who are cast in commercials to 
play specific roles—the housewife, the 


will concern itself primarily 


dentist, the grocer or any number of 
other familiar characters that spring 
from a “situation-type” commercial. 
Though this is the primary area, many 
of the same findings will apply to an- 
nouncers, company spokesmen (and 
spokeswomen) and prominent person- 
alities who are being used not so much 
for their acting ability as for their 
testimonial values. 

The need to re-examine and recon- 
sider the present casting and acting in 
commercials is evident if you conscien- 
tiously watch television commercials 
for one evening. By bedtime you have 
had about all you can take—the house- 
wife who is as cold and impersonal as 
a fashion model; the dentist you 


Are commercial 
actors people? 


Believable acting of television 
commercials is the prime requisite 


of effective product selling 


wouldn’t trust to pull out a loose baby 
tooth; the husband who seemingly gets 
more pleasure out of a cigarette after 
a tiring day at the office than anything 
else in the world. 

Television commercials create not 
ordinary people, but fanatic people 
with a fanatic devotion to a specific 
product. And yet when it comes to 
casting them, this fact is completely 
ignored. Usually, the character’s fanati- 
cism is the one facet of his personality 
written into the script that makes him 
special or different. But rarely does a 
commercial reveal anything about a 
character except in a very stereotyped 
way, despite the fact that every person 
on earth has special little fanaticisms 
that make him human. 

When those very, very few commer- 
cials come along that take advantage 
of this fact the results are remarkable. 
Take the Brothers Piel—Bert and 
Harry. Their particular fanaticism is to 
sell Piel’s Beer. They seemingly can’t 
rest until everybody is drinking their 
beer. They are so adamant on this 
point they constantly interrupt one an- 
other to convince viewers they are 
right. 

The integrated Camel cigarette com- 
mercials on the Phil Silvers show are 
another good example. When these 
high-spirited GIs act out a short scene 
about Camels, it is completely believ- 
able. They can take a selling line such 


(Continued on page 64) 














Little Rocks POWER PACKAGE... 


ie 


Affiliate 





RARK-TV —~- 


* POWER PREFERENCE - POWER PROGRAMMING - POWER FACILITIES 


Power Preference 


Across the board, Little Rock viewers 
choose KARK-TV— 


ARB Survey, June 1956—KARK-TV has 
7 of the top 12 nighttime shows select- 
ed by Little Rock viewers— 

1. Highway Patrol—KARK-TV* 

2. Your Hit Parade—KARK-TV 

3. $64,000 Question—Station B 

4. Perry Como Show—KARK-TV 

5. You Bet Your Life—KARK-TV 

6. I've Got a Secret—Station B 

7. Badge 714—Station C 

8. $64,000 Challenge—Station B 

9. Lux Video Theatre—KARK-TV 
10. Ed Sullivan Show—Station B 
11. George Gobel Show—KARK-TV 

12. This Is Your Life—KARK-TV 


*Shown during same time period on 

KARK-TV and station C. Combined 

rating scores first place. Breakdown: 

KARK-TV, 26.9; Station C, 19.1. 

5 of the Top 5 Multiweekly Shows — 

Network and local, KARK-TV viewers 

voted for Channel 4 programming — 

sweeping the first five places with — 

A 4 eas Joan—3:00 p.m. Mon. thru 
rt. 

2. News Final—10:00 p.m. Sun thru Sat. 

3. Queen for a Day—2:00 p.m. Mon. 
thru Fri. 

4. Tennessee Ernie Ford Show — 12:30 
p.m. Mon. thru Fri. 

5. Evening News & Weather—6:00 p.m. 
Mon, thru Fri. 


Major Share of Nighttime Audience — 
From 6:00 to 10:00 p.m. KARK-TV cap- 
tures the largest overall share of Little 
Rock viewers. 62 quarter-hour firsts of 
119 quarter-hours per week—the largest 
audience in Little Rock. 
Power Preference—Power Programming— 


Power Facilities | | the KARK-TV Power 
Package means Sales Power in Arkansas. 


Represented by 


Edward Petry & Co., Inc. 





Power Programming 

Network and local, quality program- 
ming is increasing the already proven 
Pulse audience lead of KARK-TV — 


NBC Television — Programming voted 
best by Little Rock viewers in the June 
1956 ARB survey . . . and KARK-TV 
reperesents NBC’s only exclusive outlet 
in the entire state. 


Top-Rated Local Programming—Special- 
ized local programming for everyone— 
from Pat’s Party for the children to 
News Final, the program 10:00 p.m. 
viewers voted in the top Multi-Weekly 
programs in Little Rock. 


Power Facilities 

KARK-TV facilities complete the power 
package in programming and pref- 
erence — 


Higher Tower-Maximum Power—KARK- 
TV’s new tower-power package delivers 
your message to almost all of Arkansas. 


Operating on Maximum Power—100,000 


watts. 


Full network color facilities. 
One of the Tallest Towers in the Nation 
—1,693 feet above average terrain, 


—1,175 feet above ground. 


Little Rock Plus 44-County Coverage... 


Now your sales message to thousands of new viewers . . . 


the 


facts inside the 100 mv/m contour — 








KARK-TV Coverage State Total 
Counties 44 75 
Population 1,028,300 1,785,000 
Households 289,150 503,060 
Spend. Inc. $1,094,231,000 $1,876,635,000 
Retail Sales 805,057,000 1,399,436,000 
Gross Farm Inc. 284,375,000 592,572,000 


(Source: ‘56 SRDS Estimates of 
Consumer Markets) 


TW 


CHANNEL 4 NBC Affiliate 
Little Rock, Arkansas 
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(Continued from page 39) 


co-sponsor, as yet undisclosed, giving 
Oldsmobile the same big-show expo- 
sure it had on Max Liebman Presents 
one Saturday a month during the past 
season. D. P. Brother & Co., Detroit, 
is the agency. 

Two General Motors divisions which 
were well represented in network tv last 
year but which, because of circum- 


stances rather than desire, are curtail- 
ing their video activities this season 
are Buick and Pontiac, whose agencies 
are, respectively, Kudner, New York, 
and MacManus, John & Adams, De- 
troit. 

Buick’s honeymoon with Jackie 
Gleason’s The Honeymooners on CBS- 
TV is over as of Sept. 22, while 
Pontiac has given up its sponsorship 
of Playwrights °56 on alternating 
Tuesdays (9:30-10:30 p.m.) over NBC 
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PGW—Project Information 


Broadcast representatives Peters, Griffin, Woodward have dis- 
tributed to agencies and ad clients throughout the country a bundle 
of elaborate market dossiers covering every television and radio sta- 
tion handled by the firm. 

Called PGW—Project Information, the promotion is based on 114 
different market studies. The research, writing and production were 
a six-month project. Its culmination amounts to some quarter of a 
million printed pieces that reportedly cost the firm more than $100,- 

* 000. There was no cost to the 
stations. 

PGW president H. Preston 
Peters says, “PGW — Project 
Information is the first time 
that, as far as we know, an ad- 
vertiser, account executive or 
timebuyer will be able to know, 
in one short reading session, 
market conditions and _tradi- 
tions existing in the markets we 
represent which he has under 
consideration and which may 
influence sales plans. He will, in 
a sense, have these major mar- 
kets in his hands—current in- 
formation that will bring a 
vivid picture and a quick media evaluation.” 

The 25 tv dossiers, which are file-size and cardboard-wrapped with 
red plastic binders, contain both market and station profiles. Other 
features include weather conditions, college enrollments, lists of re- 
tail outlets and competing broadcasters and information on local news- 
papers, employment classifications, major companies, railroad and 
airline services, station contour maps and detailed sales figures and 
other market conditions. 

In addition to the full studies, PGW has printed file folders for 
each station which contain a coverage map, brief station profile and 
market characteristics. When PGW gets a request for specific infor- 
mation concerning a station or market, the info will be sent out in 
the station folder. 

Project Information got its impetus about-a year ago when PGW 
circulated “market stories” on a few radio stations. These found high 
acceptance among agencies and advertisers. 

Release of the new market studies has been timed to stimulate spot 
buys during fall and winter planning by agencies and advertisers. 


Project Information is reviewed by H. 
Preston Peters (1), president, PGW, 
and C. Terrence Clyne, vice president 
and chairman, plans review board, Mc- 
Cann-Erickson, New York. 
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and Wide Wide World, which it shared 
with two co-sponsors every second 
Sunday (4-5:30 p.m.), also on NBC. 

Even with Pontiac’s defection, how- 
ever, the “have camera, will travel” 
show will still reap the benefit of a 
large chunk of automotive money in 
the form of a one-third sponsorship by 
General Motors during the forthcom- 
ing season. GM will not use its Wide 
Wide World participation to sell any 
of its car lines, however; instead, its 
commercial time will be devoted to AC 
Spark Plugs and to the various acces- 
sory products of its United Motors 
Division. 

Buick, in third place behind Chev- 
rolet and Ford in the sales race for the 
approximate first half of this year, with 
263,406 vehicles sold, in comparison to 
last year’s 334,794, ran into unexpected 
competition for the supposedly impreg- 
nable Gleason on Saturday nights 
(8-8:30) when the comedian’s change 
of format—from a full-hour, live 
variety show to the 30-minute, filmed 
Honeymooners—proved disappointing, 
and The Perry Como Show took ad- 
vantage of that fact to top Gleason’s 
ratings week after week in the opposite 
time slot on NBC. 

Pontiac also was the victim of stiff 
opposition, with the second half-hour 
of its Playwrights ’56 vying with CBS’s 
fabulously successful $64,000 Question 
for viewer attention, which was some- 
what of a lost cause. Running sixth 
(behind Oldsmobile) saleswise—171,- 
307 Pontiacs sold up to mid-June 
1955; 233,283 last year—the division 
will, according to Henry Fownes, vice 
president in the New York office of 
MacManus, John & Adams, conduct a 
spot campaign through the year, with 
particularly “heavy” emphasis at an- 
nouncement time for the 1957 models. 

Pontiac is also set to sponsor the pro- 
fessional football-championship play- 
offs on Dec. 31 and will participate on 
NBC-TV’s Today, along with Cadillac, 
which is likewise serviced by Mac- 
Manus, John & Adams. Cadillac’s spot 
drive will approximate Pontiac’s, again 
with special stress laid on the debut of 
the new models. At the almost-halfway 
mark for this year the Cadillac divi- 
sion’s sales were off only 772 from last 
year, 65,228 to 66,000. 

Echoing the much-publicized senti- 
ments expressed several months ago by 


(Continued on page 52) 

















“1 have used WKNB-TV 

for the exclusive advertising 
of our Martin-Roso/ Brand 
Meat Products. /n less than 
two years our sales zoomed 
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fo an all-time high. 


“Without reservation .. . 

/ consider WKNB-TV the finest 
advertising medium in 

the Hartford County Market. 

Continuous results have kept 

me advertising on WKNB-TV 

for three successive years.’”* 







Says Mr. Martin Rosol 
Martin Rosol's Inc. 


* Letter on file 


“Without reservation, I consider WKNB-TV 
the finest advertisin g medium in 
the Hartford County Market” 


More and more national and local advertisers use WKNB-TYV, 
because they get more results at lower cost. WKNB-TV reaches more than 
375,000 families... situated in the heart of the New Britain-Hartford 
market . . . 31st biggest and 3rd richest in the United States. 


Im, 







National Representative: The Bolling Co., Inc. 





olertatom Resto Conte Mii 


Basic TOG WKNB-TV channel 








Studios and Offices -- West Hartford 10, Conn. 
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his agency’s president, Ernest Jones, 
whose vehement blast against televi- 
sion’s ability to sell automobiles stirred 
up a beautiful intra-industry contro- 
versy, Mr. Fownes declares: “It’s un- 
realistic now to be in television just to 
be in television. Tv is a prime medium, 
but the excitement of it has died down; 
it must now be used selectively. If the 
right network show comes along, we 
might be interested. But the chances 
are that we won’t buy a regular series 
like Playwrights °56.” 

According to John Marsich of the 
Kudner agency’s media-time depart- 
ment, Buick is in the market for a net- 
work program with a name performer 
comparable to Gleason, “but nothing 
has presented itself so far.” There are 
also no plans for spot as yet, except 
at the time the °57 cars come out. 
Which leaves, as the only definite item 
on the Buick tv agenda at the moment, 
a joint sponsorship of a single Pro- 
ducers’ Showcase presentation over 
NBC on Nov. 12—similar to the divi- 
sion’s one participation on a Sunday- 
night spectacular last November. 


Chrysler Decline 


While General Motors, producing 
1,729,362 units to account for 54.2 per 
cent of the total industry output dur- 
ing the first six months of this year, 
as against 49.0 per cent on 2,086,917 
vehicles for the same 1955 period, 
showed the biggest—5.7 per cent— 
production gain, the Chrysler Corp., 
which in 1955 had made the strongest 
advancement in number of cars built, 
declined the most in the present year’s 
first half. 

Chrysler’s four divisions turned out 
793,026 autos for 18.6 per cent of 
overall Detroit production from Janu- 
ary to July of 1955, but the quartet 
slipped to 473,909 assemblies and 14.9 
per cent of the total this year, repre- 
senting a loss of 3.8 per cent. 


(Continued from page 50) 


From the sales standpoint, Chrysler’s 


aggregate showing for the first five 
full months of 1956, plus new-car pur- 
chases in 24 states during June, was 
425,030 units sold, in comparison to 
595,341 for the year before. Chrysler, 
Dodge, DeSoto and Plymouth sales in 
toto amounted to 15.5 per cent of the 
2,727,514 figure for the period, in 
contrast with 1955’s 18.9 per cent of 
the 3,070,780 industry mark. General 
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At the recent opening of the new 
WNBF-TV-AM studios in Binghamton 
agency, advertiser and network execu- 
tives met with station personnel. Shown 
here are (I. to r.) George R. Dunham, 
general manager, Dave Williams, CBS- 
TV and Roger W. Clipp, general man- 
ager of the radio and television divi- 
sion of Triangle Publications. 





Motors’ percentage of both totals was 
51.9 last year and 51.3 currently. 

Although all Chrysler divisions will 
use spot tv this season in much the 
same manner that characterized their 
campaigns of 20-second and one- 
minute announcements last year, their 
network plans present a different and 
somewhat reduced picture. The only 
Chrysler make to maintain the tv status 
quo for 1956-57 will be DeSoto, which 
is quite content with the results from 
its sponsorship of the Groucho Marx 
You Bet Your Life quiz session Thurs- 
day evenings (8-8:30) on NBC. 
BBDO, Detroit, is the DeSoto agency. 

Chrysler has renewed on CBS its 
successful dramatic series, Climax! 
(three Thursdays out of four 8:30- 
9:30), and the once-a-month musical- 
variety show, Shower of Stars, in the 
same time slot. But the company has 
dropped its half-hour, filmed situation- 
comedy skein, /t’s a Great Life, which 
had occupied the Sunday 7-7:30 p.m. 
spot on NBC, and it will not be sponsor- 
ing NBC’s coverage of the Cotton Bowl 
football game next New Year’s Day 
as it did at the start of this year. Agency 
for Chrysler is McCann-Erickson, De- 
troit. 

Leading the corporation’s divisions 
in production and sales is Plymouth, 
with 243,541 output, for a 7.6 per cent 
of the industry’s first-half total, and 
227,449 cars sold. Dodge produced 
108,545 units (3.4 per cent of the 
total) and has sold 99,578; Chrysler’s 
figures are 64,753 (2.0 per cent) and 
50,715, and DeSoto bringing up the 
rear with 57,070 (1.8 per cent) and 
47,288. 


Plymouth, which benefits with De- 
Soto from You Bet Your Life and from 
the parent corporation’s high-priced 
Climax! and Shower of Stars stanzas, 
on June 29 relinquished its sponsorship 
of the Wednesday and Friday segments 
(7:45-8 p.m.) of NBC News Caravan 
with John Cameron Swayze, albeit 
maintaining its complete satisfaction 
with the program since its inception 
in January 1955. N. W. Ayer, Detroit, 
handles the division’s 
affairs. 


Dodge’s Welk Show 


Serviced by Grant Advertising, De- 
troit, Dodge a year ago came up with 
one of the hottest pieces of television 
properties in several seasons when it 
began to underwrite The Lawrence 
Welk Show on ABC Saturday nights 
(9-10 p.m.). Although also sponsoring 
Break the Bank (Sun. 10-10:30 p.m.) 
and the Danny Thomas program, Make 
Room for Daddy (Tues. 9-9:30 p.m.), 
both on ABC, Dodge unquestionably 


derived the most value for its tv dollars 


advertising 


from the very popular Welk show. 

It’s hardly surprising, therefore, that 
Dodge has renewed Welk for the new 
season—or that, in addition, it has 
signed the maestro and his “champagne 
music” for a second hour each week 
on Monday nights. The division has 
cancelled its weekly Break the Bank 
and every-second-week Make Room for 
Daddy sponsorship, presumably for the 
more rewarding purpose of making 
room for Welk. 

At first blush, the cancellation of 
two programs would appear to be a se- 
vere cutback in network representation, 
but actually, in dropping the equivalent 
of 45 minutes a week and picking up a 
full hour, Dodge will be spending more 
money for tv exposure during the 
coming season. 

Besides its heavy investment in net- 
work tv, Chrysler doles out a substan- 
tial budget for spot. The car maker’s 
total in spot for the final quarter °55 
and the first two quarters °56 was 
$1,454,400. Largest outlay was in the 
final months of last year—$558,100— 
the new-model months. But better than 
$400,000 was spent in each of the first 
two quarters of °56. 

The Ford Motor Co., with only its 
Mercury division showing a percent- 
age-point production decline from °55, 


turned out 868,848 cars and 27.2 per 


(Continued on page 54) 











The biggest! 

The biggest movies ever released for television 

make KPIX’s new 10 pm BIG MOVIE 

the best buy in San Francisco! 

BIG MOVIE, Monday thru Thursday, 10:00 to 11:30 pm, 
delivers an average quarter-hour audience 

of 362,734 at a cost-per-thousand of only 74¢! 

Act now to become one of the Bay Area’s BIG 
advertisers. Call Lou Simon, KPIX Sales Manager, 

or your nearest Katz Agency office. 

In San Francisco, No Selling Campaign Is Complete 
Without The WBC Station. ... 


KPIs canner FS © 


San Francisco 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO TELEVISION 
BOSTON —wez+weZzAa BOSTON —WBZ-TV 
PITTSBURGH-—KOKA PITTSBURGH —KOKA-TV 
CLEVELAND —KYW CLEVELAND KYW-TV 


FORT WAYNE —wowo SAN FRANCISCO —KPIX 
PORTLAND —KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WSC STATIONS REPRESENTED BY PETERS, GRIFFIN, WOODWARD. INC. 
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cent of total industry output during 
the first half of this year. For the same 
period a year ago the company built 
1,150,526 cars to account for 27.0 per 


(Continued from page 52) 


cent of total assemblies. 

Of the company’s four divisions— 
Lincoln, Continental, Mercury and 
Ford—the last-named is, of course, by 
far the leader in production, sales and 
advertising expenditures. Ford sales 
for five-months-plus this year were 
587,568 cars of its six-month 701,501 
output (compared with 648,325 out 
of 894,947 a year ago), for a 22-per- 
cent share of the market. 


Dealers Use Spot 


Ford dealers have been using spot 
television on a consistent year-round 
basis, with sharply stepped-up sched- 
ules when the new models make their 
bow. On the network level the Ford 
Dealers Fund sponsors Ford Theatre, 
which moves from NBC (heretofore 
Thur. 9:30-10 p.m.) to ABC for the 
new season. Taking over this program’s 
former time spot on NBC is a new 
Ford entry for the fall, starring, not 
inappropriately, Tennessee Ernie Ford. 

Ford is giving up its one-half 
sponsorship of NBC’s Producers’ Show- 
fourth Monday (8-9:30 
p-m.), but it has renewed its 90-minute, 


case every 


once-a-month spectacular, Ford Star 
Jubilee, over CBS (Sat. 9:30-11 p.m.). 
With names such as Judy Garland, 
Noel Coward, Mary Martin and Bing 
Crosby and ty adaptations of works 
like The Caine Mutiny Court-Martial 
and The Day Lincoln Was Shot, 
Jubilee proved to be a fine prestige 
showcase for the Ford 56 line. J. 
Walter Thompson, New York and De- 
troit, is the agency for this show. 

Ford also is reported to have 
broached an idea to CBS for an am- 
bitious cultural project for Sunday 
evenings (5-6 p.m.), three weeks out of 
four, to replace the Ford Foundation’s 
Omnibus, which is switching over to 
ABC this autumn. The proposed series, 
to be called The Seven Lively Arts, 
would be co-sponsored by Ford; it 
would not, however, go on the air, if 
at all, until January, due to CBS’s 
coverage of the professional football 
games on Sunday afternoons. 

Ford has gone additionally to NBC 
and ABC, asking them to come up with 
a creative and prestige-type—yet com- 
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mercial—program format which would 
be used to sell all Ford products, ac- 
cessories as well as the new models. 
Unlike Producers’ Showcase \ast year, 
which was utilized for strictly institu- 
tional advertising, the new program 
for which the company is looking 
would involve direct and _hard-sell 
commercials. 

Ford hasn’t made any specifications 
to NBC and ABC—the format could 
range from a half-hour to 90 minutes 
and from dramatic to cultural. The 
only requirement is that it be truly 
creative and, at the same time, enter- 
taining and commercial. 

Although its rumored a new car does- 
n’t figure in Ford’s plans for this year, 
Ernest Breech, chairman of the board, 
has admitted that there will be an 





Hurricane Map 


First “pocket” hurricane plot- 
ting map has been produced by 
wtvJ Miami as a merchandising 
aid for the Atlantic Refining Co. 
The book-like map is 44% by 6 
inches and includes an_ inside 
spread of the hurricane belt 
complete with longitudes and 
latitudes. A page of “do’s and 
don’ts” gives tips on safety. The 
maps will be distributed through 
Atlantic service stations in the 
event of a hurricane. 











addition to the company’s line, prob- 
ably by the fall of 1957, when the 
newcomer would be introduced as a 
1958 model. Details of the auto, aimed 
at improving Ford’s competitive posi- 
tion in the industry, are top-secret, but 
it is believed that its size and price 
class will fit somewhere between the 
Mercury and the Lincoln. 

Foote, Cone & Belding, New York, 
will be the agency handling the new 
member of the Ford automotive family 
when it is unveiled some 12 months 
hence, and it’s safe to assume that tele- 
vision, both network and spot, will be 
relied on heavily to bring that unveil- 
ing to public attention. The car, inci- 
dentally, may be called the Edsel, in 
honor of the late son of Henry Ford 
and the father of the company’s present 
president, Henry Ford II. 

American Motors won the produc- 
tion race with Studebaker-Packard 


over this year’s first half, building 60,- 
361 vehicles for 1.9 per cent of the 
industry total, against S-P’s 59,226 and 
1.86 per cent, but lost out in the sales 
department. Studebaker’s 40,218 cars 
sold, plus Packard’s 15,857, gave the 
corporation a 56,075 total to Ameri- 
can’s 54,536—37,907 Nashes and 16,- 
629 Hudsons. 


American Motors has been sponsor- 





ing 30 minutes weekly of the high-rated 
Disneyland on ABC (Wed. 7:30-8:30 
p-m.), but financial circumstances and 
considerations within the company re- 
portedly are the reasons for a reduction 
of this schedule to a half-hour’s par- 
ticipation on alternate weeks. 

That the cutback is apparently due 
to economic pressures, rather than to 
any disaffection with television in 
general or Disneyland in particular, is 
evident in a statement by Al Gage, 
national advertising supervisor of Am- 
erican Motors, to the effect that “tele- 
vision is increasing floor traffic (for 
dealers), as well as reaching a lot more 
people than ever before.” 


Believe in Tv 


And Ralph C. Robertson, vice presi- 
dent of Geyer Advertising, New York, 
agency for the Nash division of 
American, concurs. “We still,” he says, 
“believe strongly in television adver- 
tising as a means of selling auto- 
We feel Disneyland made 
many people acquainted with the Nash 
Rambler than would have been, with- 
out pushing it on the program.” 

Bearing this out is a survey made 


mobiles. 


by Nash among recent buyers of the 
company’s 1956 Ramblers. More than 
42 per cent of those polled said they 
had first heard about the car through 
advertising—and better than 56 per 
cent of that 42 per cent indicated that 
television was responsible for initially 
interesting them in the Rambler. 
George Johnston, vice president of 
Brooke, Smith, French & Dorrance. 
Inc., Detroit, the Hudson 
says that at the moment no plans 
have been 


agency, 


formulated for a_ spot 
campaign for the division’s 1957 
models. 100 Hudson 
dealers, however, were extremely active 


Some 75 to 


in spot tv with both announcements 
and programs last year and presumably 
can be expected to repeat this activity 
during the coming season. 

With the 


production future of 








Studebaker-Packard in a highly pre- 
carious state, the firm’s television plans 
have of necessity been suspended. Last 
season Packard and Studebaker shared 
the sponsorship of Tv Reader’s Digest 
(Mon. 8-8:30 p.m.) on ABC, with 
Ruthrauff & Ryan, New York, the 
agency for the program. Benton & 
Bowles, New York, currently services 
Studebaker, with D’Arcy Advertising, 
New York, handling the Packard ac- 
count. 

Last month an agreement on a three- 
year “advisory management contract” 
was reached by the Curtiss-Wright 
Corp., the German firm of Daimler- 
Benz and Studebaker-Packard to try to 
pull the auto company out of the 
financial doldrums. Ostensibly a good 
many internal monetary problems will 
have to be worked out at S-P before a 
television ad budget can be set up. 

When MacManus, John & Adams’ 
Ernest Jones took his now-famous poke 
at television’s capabilities as a seller of 
automobiles and other durable goods, 
during a speech before the Pittsburgh 
Council of the American Assn. of 
Advertising Agencies last April, he 
was answered by a thundering barrage 
of surveys, studies, presentations and 
comments from individual agency and 
advertiser advocates of tv, all taking 
vehement issue with him and attesting 
to the medium’s effectiveness to move 
any kind of product, big or small, ex- 
pensive or otherwise. 

Perhaps the most pertinent rebuttal 
came from the ABC Television Net- 
work Research Department, via a com- 
prehensive survey of 627 auto dealers 
in 16 major markets. After establishing 
that tv receives a comparatively small 
share of the automotive ad budget—28 
per cent—compared with 50 per cent 
for newspapers, 14 per cent for maga- 
zines, 6 per cent for outdoor advertis- 
ing and 2 per cent for network radio, 
the survey asked three questions of the 
franchise-holders. 

The questions, together with the per- 
centage answers, follow: 

1. “In your opinion, which form of 
national advertising does the best job 
of bringing customers into your show- 
room?” The answer: tv, 48 per cent; 
newspapers, 36 per cent; other media, 
16 per cent. 

2. “If the factory and dealers had 
only one kind of national advertising 


(Continued on page 71) 
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THE PRESS! 


With full power of 316,000 watts harnessed to the 
1,282 ft. WWTV tower, 48 of Michigan’s 83 counties 
now fall within the coverage area of this most potent 
and powerful Michigan TV station! To put your adver- 
tising and sales message into the 381,894 TV homes 
reached by the power-FULL picture of WWTYV, it would 
require space in 71 daily and weekly newspapers 
within the Channel 13 coverage area. 


Small wonder we changed our headline. 


WWTV “TOPS The Press!” 


TOP tower .............1,282 Ft. 
TOP power ...........316,000 w. 
TOP fines =<:.:.....cupaee 
TOP titomes...........381,894 


The HIGH spot in Michigan Television 


SPARTON BROADCASTING CO. 
Cadillac, Mich. 


Channel 13 Nat'l Reps. 
CBS-ABC WEED TV 
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TV. spot editor 


Advertisement 


A column sponsored by one oj the leading film producers in television 
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SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


This “pitch” to the youngsters, for Armour Star Franks, opens like a real gun 
shootin’ Horse Opera and features an expertly cast group of “young cowboys.” Human 
interest shots, showing “the gang” roasting hot dogs over a campfire, pack plenty 
of sales appeal into one minute. Shown too are the “Wild West” posters of famous 
outlaws offered with each package of franks. The name Armour is tied in so 
effectively that no youngster can forget it. Produced by SARRA for ARMOUR AND 
COMPANY, through TATHAM-LAIRD, INC. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


This spot, one in a continuing series for 7-Up, proves that high key photography can 
reproduce perfectly on TV screens—does sell effectively! A cool commercial, set to 
hot music, is timed for summer selling, with close-ups that establish strong product 
identification and present an appetizing 7-Up float that almost comes off the screen! 
Skillful photography from a full range of camera angles takes full advantage of the 
expertly cast family group. Produced by SARA for THE SEVEN-UP COMPANY 
through J. WALTER THOMPSON COMPANY. 


SARRA, INC. . 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


In this pleasant and relaxed series of commercials, just completed for Tareyton Filter 
Tip Cigarettes, SARRA establishes powerful brand identity! Animated captions, a 
lilting melody and sharply contrasting tones provide a lively background for stop 
motion photography. Individual cigarettes parade into packs, packs slip into cartons 
and cartons pile one on top of another for strong product identification and sales 
appeal. Created by SARRA for the AMERICAN TOBACCO COMPANY, through 
the M. H. HACKETT COMPANY. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


VIDE-O-RIGINAL is a quality-controlled motion picture duplicate made in SARRA’s 
own photographic laboratory. It is the “pay-off” print for your TV commercial 
investment and it assures that all the sparkle and clarity of a SARRA original will 
be faithfully reproduced on the TV viewer’s home screen. 


SARRA, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 











Film Sales 





N’ that pre-1949 Hoiiywood fea- 
tures are here and ty’s got them, 
the focus of industry attention is on 
how the local station will price and 
program its film fare. 

A station general manager, who re- 
cently made a multi-million-dollar pur- 
chase of the library of one of the 
major studios, had this to say on the 
subject: “Whether this embarrassment 
of riches for the station turns into 
embarrassment or riches depends, in 
the long run, not so much on the sta- 
tion’s card rate as on its showmanship 
rate. 

“Don’t misunderstand me, I know 
all of us will, and should, charge 
‘quality’ prices. After all, we’ve paid 
a ‘quality’ price for the product. But 
the question of whether we get our 
price and, more importantly, whether 
we keep getting it for the duration of 
our purchase, will be determined 
largely by how we present the films to 
the viewers. How we slot, edit, group 
and merchandise and publicize them. 

“These Hollywood films, more than 
anything else in recent memory, high- 
light the fact that in running a tv sta- 
tion we are not so much in the discount 
business as we are in show business.” 


Syndicated Sales 


ABC FILM SYNDICATION 
Code 3 


(Company reporting sales for this show only.) 
KGGM-Tv Albuquerque; KALB-tv Alexandria; 
wrep-tvy Altoona; KGNc-Ttv Amarillo, Mech. 
Equip. Co.; wars-tv Baton Rouge; KFDM-TV 
Beaumont; KIDO0-tv Boise; WNAc-Tv Boston; 
KOMU-TV Columbia, Mo., The Fleming Co.; 
Kvpo-tv Corpus Christi; Dallas, Mercantile 
Bank; wxyz-tv Detroit, Stroh Brewery; 
KTSM-Ttv El] Paso; Kprc-tv Houston, Top 
Value; xkip-tv Idaho Falls, J. R. Simplot 
Co.; wkzo-tv Kalamazoo, Stroh Brewery; 
KMBC-TV Kansas City, Fleming Co.; KpUB-TV 
Lubbock; wrvy Miami; wky-tv Oklahoma 
City; wrca-tv Philadelphia, Mrs. Smith’s 
Pies; wvet-tv Rochester, N. Y., White Owl 
Cigars & Gen’l Tire, Distributors; woat-tv 
San Antonio; wstv-tv Steubenville, Stroh 
Brewery; KPAR-TV Sweetwater, Tex.; wiBw- 
tv Topeka, Fleming Co.; Kopo-tv Tucson; 
Kotv Tulsa, Top Value; KLIx-tv Twin Falls, 
J. R. Simplot Co.; Ksyp-tv Wichita Falls; 
KRGY-TV Weslaco, H. E. B. Stones, wrop-tv 
Washington, Top Value. 


ATLANTIC TELEVISION CORP. 
Champion Package 


KERO-TV Bakersfield; KBol-tv Boise; wcpo- 
Tv Cincinnati; wor-tvy New York; KvTV 
Sioux City; WKBN-TV Youngstown. 








, * 


A desperate getaway in ABC’s Code 3 


Million Dollar Package 

KIEM-TV Eureka; KFSA-TV Ft. Smith. 
55/56 Package 
KERO-TV Bakersfield; 
Wash.;  WwecPo-TV 
Youngstown. 


KVOS-TV 
Cincinnati; 


Bellingham. 
WKBN-TV 


CBS TELEVISION FILM SALES, 
INC. 


Amos ’n’ Andy 

KTBc-Tv Austin, Terrace Motor Hotel; wer- 
tv Buffalo; Komu-tv Columbia, Mo., Sinclair 
Dealers. 

Gene Autry 

wews Cleveland; KGLo-tv Mason City, 
Clearlake Bakery; wsix-tv Nashville; wHyn- 
Tv Springfield, Mass. 

Brave Eagle 

KGcM-tv Albuquerque; wsix-tvy Nashville; 
KpKA-TV Pittsburgh. 

Fabian of Scotland Yard 

wnuHc-tv New Haven, Savings Bank Assoc. 
of Conn. 

The Files of Jeffrey Jones 
wer-tv Buffalo. 

Life With Father 

wer-Tv Buffalo; wess-tv Ft. 
Howard Johnson’s; WREC-TV 
wsPA-Tv Spartanburg, S. C. 
Long John Silver 

wer-tv Buffalo; wews Cleveland. 


Lauderdale, 
Memphis; 





In pursuit of truth in an NTA TNT 


Package feature. 


Uy Favorite Husband 

Best Foods, Inc., sponsoring in following 
markets: KHSL-Tv Chico; KMJ-Tv Fresno; 
KNXT Los Angeles; KsBw-tv Monterey; 
KOIN-TV Portland, Ore.; KcRA-TV Sacramen- 
to; KFMB-Tv San Diego; KPrx San Francis- 
co; KING-Tv Seattle; KXLyY-Tv Spokane. 
Our Miss Brooks 

Best Foods, Inc., sponsoring in following 
markets: KHSL-Tv Chico; KMJ-tv Fresno; 
KNXT Los Angeles; KSBW-TV Monterey ; 
KoIN-TV Portland, Ore.; KcRA-tvy Sacramen- 
to; KFMB-Tv San Diego; KPrx San Francis- 
co; KING-Tv Seattle; KxLy-tv Spokane. 
Annie Oakley 

wrsc-tv Greenville, S. C.; KARK-tTV Little 
Rock, Coleman Dairy, Inc.; wrvu-tv Peoria; 
wtui-tv Terre Haute. 


Range Rider 


wBz-tv Boston; wstx-tv Nashville; wasp 
New York. 

San Francisco Beat 

wMar-tv Baltimore; wess-tvy Ft. Lauder- 


dale; Kttv Los Angeles. 


The Whistler 


wer-Tv Buffalo; wre1x New York. 


INTERNATIONAL NEWS 
SERVICE 

This Week in Sports 

wsyk-tv Syracuse, Bethlehem Steel Co.; 

wsrE-Tv Wilkes-Barre, Bethlehem Steel Co. 


KLING FILM PRODUCTIONS 


All American Wrestling 
KTVF kairbanks. 

Music with the Hormel Girls 
KFBB-TV Great Falls. 

Old American Barn Dance 
KFBB-TV Great Falls; WAVE-TV 
wetv Thomasville, Ga. 


Louisville; 


NBC TELEVISION FILMS 
Badge 714 


Birmingham; Buffalo; Dayton; Evansville; 
Harrisonburg; Idaho Falls; Miami; New 
Haven; Redding, Cal.; St. Petersburg; San 
Jose; Washington; Wheeling; Wilkes-Barre. 
Captured 

Chattanooga; Daytona Beach; Ft. 
dale; Great Falls; New York; 

Me.; Savannah. 

Crunch and Des 

Altoona: Binghamton; Cincinnati; Greens 
boro, N. C.; Huntington; Lexington; Louis- 
ville; Plattsburg; San Angelo; Sweetwater, 
Tex-; Syracuse; Utica; Watertown. 


Lauder 
Portland, 


Dangerous Assignment 

Daytona Beach; Florence, S. C.; Ft. Laud- 
erdale; Great Falls; Knoxville; Los An 
geles; Meridian; Savannah; Sweetwater, 
Tex. 

The Falcon . 
Durham: Great Falls; Knoxville; Redding, 
Cal.; Savannah. 

The Great Gildersleeve 

Detroit; Great Falls; New York; San 
Angelo; Sweetwater, Tex.; Washington. 
His Honor, Homer Bell 

Great Falls; Miami; Portland, Me. 
Hopalong Cassidy 


Asheville, N. C.; Hutchinson; Knoxville; 
Watertown. 

Inner Sanctum 

Baltimore; Daytona Beach; Great Falls; 


Knoxville. 
Life of Riley 


(Continued on page 60) 
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WHAT'S THE GIMMICK ? 






























It’s the little things that make a big difference... 


the extra stuff that sales are made of. In other words, 


modern merchandising. 

What you see here is just a sample of merchandising 
and promotion extras that back up each and every 
CBS Television Film Sales syndicated property... the 
gimmicks and gadgets, promotion and advertising 
material that help a sponsor translate big audiences 
into big sales: records, comic books, toys, games, 
novelties, jewelry, self-liquidating premiums. And 
audience promotion too... specially-designed kits 
containing slides, trailers, telops, ad mats, displays, 
glossies, announcements and star stories. Everything 
a sponsor needs to get his show off to a fast start 
and keep sales rolling. 

Little things. But they’re sales-clinchers when coupled 
with any of CBS Television Film Sales’ top-rated 
syndicated films—fastest-moving films in television! 


CBS TELEVISION FILM SALES, INC. 
Distributing Amos ’n’ Andy, The Gene Autry Show, The Range Rider, 
Cases of Eddie Drake, Fabian of Scotland Yard, Holiday in Paris, 

Files of Jeffrey Jones, Life with Father, Adventures of Long John 
Silver, Annie Oakley, Buffalo Bill, Jr., San Francisco Beat, The Whistler, 


Navy Log, Assignment Foreign Legion and Newsfilm—a product 
of CBS News. 
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Film Sales (Continued from 57) 


Boise; Colorado Springs; Denver; Eugene; 
Omaha; Salt Lake City; Yuma. 


Paragon Playhouse 


Ft. Lauderdale; Great Falls; Portland, Me. 


Steve Donovan, Western Marshal 
Daytona Beach; Florence, S. C.; Ft. Lauder- 
dale; Great Falls; Hattiesburg; Oklahoma 
City; Parkersburg, W. Va.; St. Petersburg; 
South Bend; Zanesville. 


Victory at Sea 
Boise; Cheyenne; Daytona Beach; Easton; 


Hartford; Providence; Syracuse; Terre 
Haute. 
The Visitor 


Great Falls; Knoxville; Nashville; Portland, 
Me.; Savannah. 


THIS 

is 

JUST 

THE 
BEGINNING 
OF 

16 MM! 


Talk was that other film sizes than 16mm could 


do better jobs in the industrial, educational 
and commercial fields. 


Not while there is a film laboratory like 
Precision, bringing 16mm to the peak of 


perfection. In fact, we are demonstrating daily 
that 16mm can do more — and better — things 


in movies than have been done before. 


Precision Film Laboratories developed 
unique equipment to realize the fullest 


potentialities in 16mm, such as the optical track 
printer; timing, fades, dissolves, scene-to-scene 
color corrections, invisible splices without notching 
originals ; direct electric printing and many others. 


No, 16mm is just beginning. Depend on it for 
your next film project and, of course, depend on 


Precision to do exactly the right job in 
bringing life and sparkle to the best of your 
production efforts. 


you'll see Sy a 


and hear 


NATIONAL TELEFILM 
ASSOCIATES, INC. 


Fabulous Forty 


Kvip Redding, Cal.; KoNo-tv San Antonio. 


Sheriff of Cochise 

Socony Mobil Oil Co., Inc. sponsoring in 67 
midwest markets. Sold to following sponsors 
for regional placement: White King Soap 
Co.; Arizona Brewing Co., Inc.; Carnation 
Co.; Star Kist Foods, Inc. 

TNT Package 

KENI-TV Anchorage; KDAL-TV Duluth; KFAk- 
tv Fairbanks; KOAM-tTv Pittsburg; WGAN-TV 
Portland, Me.; Kvip Redding, Cal.; KoNo-Tv 
San Antonio; KSLA-tv Shreveport; WcTV 
Thomasville, Ga.; wFMJ-TV Youngstown. 
Twentieth-Century Fox 

wepa Albany, N. Y.; wrsc-tv Altoona; KENI- 
tv Anchorage; WNBF-TV Binghamton; KFBC- 
-tv Cheyenne; KBTvV Denver; KDAL-tv Du- 












Frum 


21 West 46th Street, 


In everything, there is 
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one best. . 


LABORATORIES, 


ine. 
New York 36, New York 


A DIVISION OF J A MAURER, INC 


. In tilm processing, it's Precision 


luth; wrvp Durham; Krop-tv El] Paso: KFAR- 
Tv Fairbanks; Kprc-tv Houston; wWHTN-TV 
Huntington; Kttv Los Angeles; Krca Los 
Angeles; wisn-tv Milwaukee; writ-tv Phila- 
delphia; KOAM-TV Pittsburg; WGAN-TV 
Portland, Me.; Kvip Redding, Cal.; wrex-rv 
Rockford, Ill.; KoNo-Tv San Antonio, KoMo- 
TV Seattle; KsLA-Tv Shreveport; Kytv Spring- 
field, Mo.; werv Thomasville; Kopo-ry 
Tucson; WFMJ-Tv Youngstown. 


STERLING TELEVISION CO. 


American Wit and Humor 
KDKA-TV Pittsburgh. 


Animal Time 
KPHO-TV Phoenix. 


Armchair Adventure 
KVAL-TV Eugene; WSAV-TV Savannah: wsPa- 
Spartanburg. 


Bowling Time 

WTVK Knoxville; Kroc-tv Rochester, N. Y.: 
KWWL-TV Waterloo. 

Cartoons 

wess-tv Ft. Lauderdale. 


Features 
WJHL-TV Johnson City. 


Gadabout Gaddis 
a Savannah; wspa-tv Spartanburg, 
3 <. 

Greatest Fights of the Century 

wctv Thomasville, Ga. 


I’m the Law 

weta-Tv Harrisburg; wsM-tv Nashville. 
Invitation Playhouse 

wisw-tv Topeka. 

King’s Crossroads 

KPic Roseburg, Ore. 

For the Ladies 

wsPa-Tv Spartanburg, S. C. 

Lash LaRue 

WJHL-TV Johnson City. 

This is Charles Laughton 

WSAV-TV Savannah; wspa-tv Spartanburg. 


Little Show 


wspPa-Tv Spartanburg, S. C.; wisw-tv To- 
peka. 

Little Theatre 

KVAL-TvV Eugene; wGAN-Tv Portland, Me.; 


wiBw-tv Topeka. 

Movie Museum 

WSAV-TV Savannah. 

Public Prosecutor 

WSAV-TV Savannah; wisw-tv Topeka. 
Short Features 

wsPp-Tv Toledo. 

Sports on Parade 

wsPA-Tv Spartanburg, S. C. 


STUDIO FILMS, INC. 


Studio Telescriptions Musical Library 
WAFB-Tv Baton Rouge; KBMB-TV Bismarck; 
KGEO-Tv Enid; KxJB-tTv Fargo; KATV Little 
Rock; Kcjs-tv Minot; Ksws-tv Roswell; 
wsBT-Tv South Bend; wpesn-tv Traverse City; 
KGQA-TV Quincy. 


Film Commercials 


ANIMATION, INC. 


Completed: Twin Pines Farm Dairy, Luckoff 
& Wayburn; Carling Brewing Co., Carling’s 
Black Label Beer, Lang, Fisher & Stashower; 
H. J. Heinz Co., baby food, Maxon, Inc.; 
Standard Oil Co. of Ohio, Sohio Gasoline, 
McCann-Erickson. 











ATV FILM PRODUCTIONS, INC. 


Completed: Liggett & Myers Tobacco Co., 
McCann-Erickson; Whitehall Pharmacal Co., 
Ember Stick, Bates; Procter & Gamble Co., 
Tide Industrial, B&B; Philip Morris & Co., 
Ltd., Inc., Spud, Ogilvy, Benson & Mather; 
—- Motors Corp., Frigidaire, Kudner; 

R. J. Reynolds Tobacco Co., Cavalier, Esty; 
Esso Standard Oil Co., Esso, McCann- 
Erickson; Procter & Gamble Co., Duz, Comp- 
ton; Andrew Jergens Co., Woodbury Soap, 
Orr; H. J. Heinz Co., Maxon; Pharmaceu- 
ticals, Inc., RDX, Zarumin & Geritol, Kletter. 


In Production: Procter & Gamble Co., B&B; 
Pharmaceuticals, Inc., Zarumin, Geritol & 
RDX, Kletter; Procter & Gamble Co., Ivory 
Snow, B&B; Standard Brands, Inc., Burger- 
bits, Bates; Lambert Pharmacal Co., Lister- 
ine, Lambert & Feasley; Chesbrough Mfg. 
Co. Cons’d., Vaseline hair tonic, McCann- 
Erickson; Procter & Gamble Co., Guiding 
Light billboards, Compton; Kellogg Co., 
Burnett; Tea Council, iced tea, Burnett; 
General Motors Corp., Kudner; Procter & 
Gamble Co., Crest toothpaste, B&B. 


EAST COAST TELEVISION, INC. 


American Cigarette & Cigar Co., 
Pall Mall, SSC&B; Molson’s Brewery, Ltd., 
beer & ale, Cockfield-Brown; RCA Victor 
Div. Radio Corporation of America, K&E; 
Noxzema Chemical Co., SSC&B; Pillsbury 
Mills, Inc., Presto, Campbell-Mithun; Gil- 
lette Co., Foamy, Maxon; Lever Bros. Co., 
Lifebuoy soap, SSC&B; Piel Bros., beer— 
“live” sequences, Y&R; Philco Corp., tv sets, 


Completed: 


Hutchins; General Electric Co., show open- 
ing, Y&R; Esso Standard Oil Co., Golden 
gasoline, McCann-Erickson. 

JERRY FAIRBANKS 
PRODUCTIONS 

Completed: Interstate Bakeries, Dan B. 


Miner Co. 


FIVE STAR PRODUCTIONS 


In Production: State Farm Mutual Insurance 


Co., Needham, Louis & Brorby; Sheaffer 
Pen Co., Russel M. Seeds; S. C. Johnson & 
Son, wax products, Needham, Louis & 


Brorby; Falls City Brewing Co., beer, Prater 


Adv. Agency. 


HARRIS-TUCHMAN 
PRODUCTIONS 
Completed: Carnation Co., Friskies’ Dog 


Food, Erwin, Wasey & Co. 


KLING FILM PRODUCTIONS 


Completed: Bank series, Security Trust & 
Savings Bank; Beer series, Geo. Wiedemann 
Brewing Co. & Genesee Brewing Co.; Sav- 
ings & Loan, Roosevelt Federal Savings & 
Loan Assn.; Soft-Drink series, Primo beer. 


PLAYHOUSE PICTURES 


Ford Motor Co., 
JWT; DeSoto Div. Chrysler Corp., 1957 
DeSoto; BBDO; Falstaff Brewing Corp., 
beer, D-F-S; Dream Whip, Y&R; Campbell 
Soup Co., pork & beans, Needham, Louis & 
Brorby; Kaiser Aluminum & Chemical Corp., 
aluminum, Y&R. 


SCREEN GEMS, INC. 


Whitehall Phermacal Co., Ana- 
Purex Corp., Ltd., Weiss & 
American Cigarette & Cigar Co., 
Pall Mall, SSC&B; Hood Dairy, orange 
juice, K&E; Lever Bros. Co., Wisk soap 
powder, BBDO. 


In Production: 1957 Ford, 


Completed: 
cin, Bates; 
Geller; 


In Production: National Biscuit Co., Na- 
bisco, K&E; Players cigarettes, McKim 


(Continued on page 62) 
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(Canada); General Mills, Inc., Kix cereal, 


Tatham-Laird. 


TV CARTOON PRODUCTIONS 


Con Pacific Greyhound Lines, Beau- 
mont & Hohman; Regal Pale Brewing Co., 
beer, Guild, Bascom & Bonfigli; Dubuque 
Packing Co., bacon, Merchandising Factors; 
Sunlight Bread, BBDO; Safeway Stores, 
Ind., Skylark bread, R&R. 


In Production: Standard Oil Co. of Califor- 
; Langen- 
Butternut bread, 
California 


nia, Standard heating oils, BBDO 
dorf United Bakeries, Inc., 


Honig-Cooper; _‘ First Corp., 





Playhouse Pictures 
Ford. 


16/35mm Titler and 
Special Effects Kit 


commercial for 





For Top Professional Results! 


Produces widest range of titles, trick films, cartoons, 
animation, etc. Takes most types of movie cameras. 
Horizontal and vertical operation. Table ga 
north, east, south, west. Title board size 7" x 9 

with tipping frame, overall dimensions 40" x 15” x 
12”, weight 40 Ibs. Complete with all accessories. 


© Twin lomps with reflectors for front and rear illumi- 
nation 


Title card frame, platens at top and bottom. 
Distance scale for correct setting of camera lens. 


Running plus climbing title device for producing any 
number of title lines. Turntable for rotating titles, 
small objects and many other purposes. 


MODEL TG II, 16mm $175 
MODEL TG Ill, 16mm $225 
MODEL TG IV, 16/35mm (illustrated) $325 


Write for brochure 


$.0.S. CINEMA SUPPLY CORP 
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Charles P. Johnson; M. J. B. Co., rice, 
BDO. 


SONG AD FILM-RADIO 
PRODUCTIONS 


In Production: Pacific Telephone & Tele- 
graph, Cole & Weber; Sure-Fit Seat Covers, 
Max Becker; Oertel Brewing Co., Oertel’s 92 
Beer, M. R. Kopmeyer; Sea Salt, Tracy- 
Locke Co.; Maryland Club Coffee and Ad- 
miration Coffee, Tracy-Locke; Barker Bros., 
Mays & Co., Save-a-Stamp, Liller, Neal & 
Battle; American Sheep Producers Council 
Botsford, Constantine & Gardner. 


TRANSFILM, INC. 


Completed: Hoffman Beverage Co., mixers, 
Grey; R. J. Reynolds Tobacco Co., Camel, 
Esty; Boyle-Midway, Inc., Black Flag insec- 
ticide, Geyer; 5-Day Laboratories & Rival 
Packing Co., combined show opening and 
closing—Dear Phoebe, Grey; P. Ballantine 
& Sons, beer, Esty; Continental Baking Co., 
Profile bread, Bates; Simplicity Pattern Co., 
Grey; Radio Corporation of America, RCA 
Victor records, Grey. 


UNIVERSAL PICTURE CO., TV 


Completed: Eastman Kodak Co., cameras & 
film, JWT; E. I. du Pont de Nemours & Co., 
ear wax, polishes & paints, BBDO; Procter 
& Gamble Co., Prell shampoo, B&B; Con- 
solidated Oil Co., Conoco gas & oil, B&B; 
Colgate-Palmolive Co., Lustre Creme sham- 
poo, Lennen & Newell; Hudnut Sales Co., 
Inc., Richard Hudnut Quick home perma- 
nent, K&E; American Tobacco Co., Lucky 
Strike, BBDO; Anheuser-Busch, Inc., Bud- 
weiser beer, D’Arcy; Pabst Brewing Co., 
beer, Burnett. 


In Production: Falstaff Brewing Corp., bee:, 
D-F-S; Philip Morris Co., Philip Morris, 
Ayer; Scott Paper Co., Scottissue, JWT; 
Pniip Morris Co., Marlboro, Burnett; Camp- 
bell Soup Co., soup, BBDO; Ford Motor Co., 
Ford, JWT; Radio Corporation of America, 
tv sets, K&E; Chrysler Corp., DeSoto, 
BBDO; Lever Bros. Co., Lux toilet soap, 
JWT; Pepsi-Cola Co., K&E; E. I. du Pont 
de Nemours & Co., Inc., Zerone & Zerex, 
BBDO; Procter & Gamble Co., Lava soap, 
Burnett. 


Courtroom First 


Score one for freedom of the 
tv press. KOIN-TV Portland won 
permission the first 
sound-film coverage ever allowed 


to record 


in a Portland courtroom. 
Station newsman Chuck Foster 
was away when the 
county grand jury reported on 
Portland’s sensational vice probe. 
This was the most recent battle 
by KOIN-TV in a continuing scrap 


grinding 


to win television equal rights 
with newspaper reporters. A year 
ago the station was the first to 
cover a session of the Oregon 
legislature. 
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The answer to economy in titling and artwork! The 
first sensibly priced HOT PRESS TITLE MACH.NE for 
high quality, fast lettering. Prints dry from colored 
foil for instant use. Acme pegs ge perfect registra- 
tion on paper or acetate cells. Prints all colors. Tel- 
Animaprint tools for top techniques—greatest dollar 
for dollar value in the industry! ONLY $395 


Write for TEL-Animaprint literature— 
covering every need for animation 
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® Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone 


COLORTRAN'S 





Ideal for Studio and Location Shots! 
“A Studio in a Suitcase” 


Imagine being able to use hy » watts of light from 
an ordinary fuse. Complete line includes 
converters, spots, floods, poy diffusion frames, 
gator grips, stands, gobo adapters, etc. Also in pack- 
aged units such as the Groverlite Senior 5000 Kit 
which includes two Senior Lites with Senior Converter 
and two stands of chromed steel with column supports 
to prevent all “waver.” Packed in two metal-wood 
cases that hold all units securely in position with web 
straps : COMPLETE $265 


Other ColorTran Kits available + Write for Catalog 
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NEW COMMERCIAL FIRM 


A new entry into the field of syn- 
dicated television commercials has 
been announced with the formation of 
Commercial Syndicated Films, Inc. 
Located in Chicago, the firm will be 
jointly owned and operated by Na- 
tional Screen Service Corp., New York, 
and Lewis & Martin Films, Inc.. Chi- 
cago. 

Commercial 
Syndicated Films 
will utilize the 
facilities and re- 
sources of both 
companies. All 
commercials will 
be produced in 
color and black- 
and-white, 





using “s 

N Mr. Aiken 
full animation, 
the announcement notes. Officers will 
be the chief executives of the operating 
firms. 

Commercial is headquartered at 
1431 N. Wells, Chicago, while sales 
and service will be available at all 
National Screen Service branch offices. 

In addition to this new venture, 
Lewis & Martin Films has announced 
the appointment of Louis E. Aiken as 
director of industrial sales. Mr. Aiken, 
a veteran of 25 years in tv, radio and 
motion pictures, was most recently 
head of the Sponsored Film Service of 
the Federal Civil Defense Administra- 
tion. 


MAGNETIC SOUND TEST 

The Society of Motion Picture & 
Television Engineers has prepared a 
new 16mm magnetic multi-frequency 
test film that provides a_ reference 
standard for measuring and adjusting 
the electrical characteristics of mag- 
netic sound systems for tv and motion 
pictures. 

The film was developed by the so- 
ciety’s sound committee and covers a 
range of frequencies from 50 through 
7,000 cycles per second. In making this 
announcement, Axel G. Jensen, engi- 
neering vice president, states that this 
new film is the last in a series of stand- 
ards and standardized test methods 


developed by SMPTE as a foundation 


on which to build 16mm magnetic 
sound of high professional quality for 
the television and motion picture in- 
dustries. 

All films are available from SMPTE, 
55 West 42nd Street, New York 36. 


TWEED WITH TV SPOTS, INC. 

Appointment of Duff Tweed as sales 
representative on the west coast for 
TV Spots, Inc., Hollywood and New 
York, has been announced by Samuel 
Nicholson, vice president. Mr. Tweed 
was formerly with Walt Disney for ten 
years as a cartoonist. 

In making the announcement, Mr. 
Nicholson comments: “We at TV Spots 
feel that Mr. Tweed will be of great 
assistance to the advertising agencies 
with his ability as an artist and idea 
man.” 


POLLACK PRODUCTIONS 


Formation of a new film production 


company producing tv commercials 
and industrial films has been an- 


nounced by Lew Pollack, president. 
Mr. Pollack, who formerly headed his 
own film editing service, declares: “In 
addition to the best available equip- 
ment and technical know-how, we are 
striving to supply the rare ingredients 
of creativity, imagination and artistry 
that are indispensable to the produc- 
tion of highly effective television com- 
mercials and industrial films.” 

Lew Pollack Productions, Inc., is 
located at 325 West 44th Street, New 
York. 


WARNER-MADE COMMERCIALS 
Warner Bros. Pictures, Inc. has an- 
nounced its entry into another facet 
of television—that of film-commercial 
production. According to the firm, it 
is expanding into the commercials field 
and will make available “to advertisers 
and agencies the full technical re- 
sources of the company’s motion-pic- 
ture studios, as well as the animation 
facilities of its . . . cartoon division.” 
A New York sales office is expected to 
be opened soon. 
Warner Bros., of course, also is 
active in tv programming, producing 


Warner Bros. Presents on ABC-TV. 
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Wh ite (Continued from page 48) 


as “pure pleasure” and say it in their 
own characterizations, with their own 
personality quirks or fanaticisms, in a 
manner that makes you think it is com- 
pletely plausible for these Gls to rave 
about Camels. 

Since these two examples point out 
the impact and value of a completely 
believable performance, why is it that 
the overwhelming majority of tele- 
vision commercials tenaciously refuse 
to follow suit? Why do they stick with 
characters without a single ounce of 
flesh and blood in them? 

One of the reasons, obviously, is the 
writing of the commercial. A writer 
can create believable characters such 
as Bert and Harry, or he can create a 
stereotype. Though writing is very im- 
portant and can give an enormous 
initial assist, still much can be done 
with a poorly written character. There 
must be a more basic reason for stereo- 
type performances in television com- 
mercials. 


Play It Safe 


I think the answer can be found in 
the phrase, “playing it safe.” We play 
it safe in the concept of the character, 
in the selection of the actor, in the 
direction of the actor in rehearsals. 
Seemingly, in an effort not to offend or 
alienate anyone, we purposely con- 
ceive a character devoid of any identi- 
fiable qualities or traits that would 
make him human and then compound 
the felony by seeking out an actor who 
will play it devoid of any of these 
human elements. This is playing it safe 
very dangerously. 

Let’s assume that the copywriter has 
written a character far from perfect. 
This character is a grocer and he is 
selling a product he carries in his store. 
Now, how do we “play it safe” in the 
overall concept of the character? Right 
off the bat, most advertising people 
think of this grocer as Mr. Average 
Grocer. This is safe; this is a grocer 
who will be all things to all people. 
And it is this concept that leads so 
many advertising people astray—in- 
cluding most likely even the copywriter 
who wrote him in the first place. 

But the average grocer does not exist 
anywhere except in statistical compu- 
tations. And a statistical average grocer 
is an abstraction—cold, impersonal, 





inhuman. When an attempt is made to 
create him on a tv screen, he has all 
the human qualities of a robot. 

If an actual grocer who meets the 
requirements of the statistical average 
could be found, you'd learn traits 
about him that make him human. 
These traits would be specific—not 
generalized or average. And endowing 
a character in a commercial with such 
traits makes him human also. Without 
them, you simply create a stereotype. 

Harry and Bert Piel clearly demon- 
strate how effective these traits are. 
Not all of them are written into the 
script, either. They come out because 
the overall concept of the characters 
was perceptive and right. Though both 
are fanatic beer salesmen, they ap- 
proach it in different ways. One of 
them is shy. He wants to sell beer, but 
always in a reserved, dignified way. He 
feels ill at ease with his brother’s 
hard-selling methods. The other is a 
fast-talking, cocky, high-pressure sales- 
man. He believes so thoroughly in what 
he is doing that he is completely oblivi- 
ous to the fact that he is pushing so 
hard. These traits, which make Harry 
and Bert so honest and believable, are 
the result of an overall concept of two 
specific human beings. 

The easiest way to acquire the cor- 
rect overall concept is to think of com- 
mercials as short, one-minute plays. 
Ili you were casting a play, you would 
automatically think more in terms of 
specific human beings than of auto- 
matons clearly enunciating selling 
phrases.: For believable characters are 
the lifeblood of all drama. 

What are the manifestations of 
“playing it safe” in the selection of an 
actor? Keeping the same grocer, let’s 
see what happens in casting when you 
think of him as an average grocer. You 
pore over photographs trying to find 
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an actor who looks like an Idealized 
Average Grocer. You finally find some- 
one who seems to fit the requirement 
and call him in. If he can speak clearly 
and distinctly—if he can emphasize the 
right words—he’s signed for the role. 
And another unbelievable character 
comes to the nation’s tv screens. 

This would not happen with the 
right overall concept of the character. 
You would drop your ideas about an 
“average” or “idealized” grocer and 
look instead for an 
create a specific grocer. Not only will 
this character be believable to the audi- 
but the actor himself will be- 
lieve in the character—believe every 
word he utters, every action he makes. 

Finding the actor who can do this is 
not an easy task, but certainly well 
within the realm of possibility. It 
means adding a new dimension to the 


actor who can 


ence, 


old ideas about appearance and dic- 
tion by looking for a good actor. 
Simply calling in professional actors 
does not mean that they automatically 
can qualify, because the acting profes- 
sion—like all other professions—has 
its share of good, fair and poor per- 
formers. You must pick out the good 
actor from the bad. 

Call in the actor in advance of his 
audition. Tell him it’s a one- or two- 
minute play, then explain your broad 
concept of the character and ask him 
to bring back his own characterization 
that fits this concept. This will prob- 
ably shock him because it is the direct 
opposite of what he has been led to 
believe was wanted in commercial act- 
ing. Unless you have the actor work- 
ing toward the same concept you are, 
the entire project is doomed. But once 
he’s with you, his imagination and 
energy will be stimulated when he 
knows that acting is involved rather 
than “speaking.” 

Give your actor the script several 
days before the audition, so he will 
have time to think through and de- 
velop the character. Very few good 
actors can come up with a character- 
ization on the spur of the moment. 

Then, at the audition, you must pay 
far greater attention to what he is do- 
ing than ever before. You must look 
to see if the actor believes everything 
he does. For it is in the believing that 
you can spot the good actor from the 
bad. A poor actor gives the impression 
of—or indicates—a certain action. A 


good actor believes it and does it. 
There is no pretense, no indication. 
Since the line between indicating an 
action and doing an action is some- 
times so small, yet so important to the 
final outcome of the commercial, let 
me give you an example of the dif- 
ference. Suppose that the grocer in the 
commercial is required to reach to a 
shelf behind him and pick out a certain 
product. Holding the script in his hand 
in a bare audition room with no 
shelves, the poor actor more than likely 
will shoot his free arm behind him and 
without looking take the imaginary 
product from the shelf. But the good 
actor will turn around and study the 
imaginary shelves for a moment until 
his eyes come to rest on the particular 
package he’s after. The package will 
be as real to him as an actual package 
on an actual store shelf. He will pick 
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it up fully conscious of its weight and 
dimensions. 

The tremendous difference between 
the two performances is obvious. The 
actor who looked for and found the 
package believed in what he was doing, 
and your own emotions and instincts 
will have responded to him more 
strongly than to the poor actor. 

With the selection of the “believable” 
actor completed, there is one last area 
where “playing it safe” can prevent 
a believable character from appearing 
on the tv screen. This area concerns the 
director and the assistance he gives the 
actor at rehearsals. 

Exactly how does a director play it 
safe? If he is typical of the directors 
I know, he has been told many times: 
“Come in tighter on the label,” or 
“There was a smudge mark on the 


(Continued on page 66) 
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product,” or “Why didn’t the actor 
smile when he said the name of the 
product?” Certainly these production 
errors are just that—errors. They 
shouldn’t have happened. But rarely 
does anyone from the booth question, 
“Why did the actor look like an autom- 
aton?” 


(Continued from page 65) 


Therefore, in an effort to please 
everyone in the booth, the director de- 
votes most of his rehearsal period, if 
not all, to getting the right camera 
angles, checking the cleanliness of the 
product and getting the actor to smile 
on just the right words. He spends little 
or no time working with the actor on 
characterization because he knows 
from experience this is the one aspect 
of his job no one will criticize. He 
plays it safe. 


A Bad Spot 


This puts even the good actor in a 
bad spot. Rehearsals are the time to 
solidify a characterization. But he 
doesn’t get a chance to do this. He 
spends his time holding up products, 
keeping labels toward the camera and 
so forth. He begins to feel that his 
acting talent is not needed—not even 
wanted: it’s simply precision move- 
ment everybody is after. And the 
result on the air will be that of a pup- 
pet, doing actions and saying words on 
cue, in an unbelievable and unconvinc- 
ing manner. 

Now let’s see what the director would 
do with our old friend, the grocer, by 
the adoption of a correct overall con- 
cept. By considering the commercial 
as a play. he would determine its ac- 
tion (to tell people to buy your prod- 
uct) and its circumstances (the way 
the character dresses, the way he keeps 
the store, the way he feels mentally and 
physically, the way in which he thinks 
about your product). 

Certainly, the underlying action of 
most commercials is to get viewers to 
buy a product, but this naked fact will 
not help the actor to create a character. 
He needs something more—a personal 
justification of why this particular 
grocer should be so strong on this 
particular product. What would make 
a grocer want to tell another person 
how important your product is? The 
reason, per se, is of little value. It 
simply must be one the actor can be- 
lieve in, one that will justify his 
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fanatic enthusiasm for your product. 
This gives him security and belief in 
what he is doing . 

Then there is this problem: just 
whom is the grocer talking to? The 
failure to determine this point often 
leads to the kind of effusive, bubbling, 
vacuous character on tv screens who 
gives the appearance of being half 
average grocer, half announcer. He 
seems to be talking to something about 
twenty feet behind the viewer. And if 
you were to ask this actor who it was 
to whom he had been talking, the reply 
would probably be, “Huh?” Or he 
might blurt out something about view- 
ers or the camera. 

Even in a one-character script the 
actor must have a “partner;” he must 
be talking to somebody specific. 

Bringing this grocer vividly to life 
becomes possible only by dropping old 


ideas about “playing it safe” and 
adopting instead the concept of creat- 
ing a specific person. Now the produc- 
tion problems can be handled with 
ease. For now the actor is secure in his 
characterization and with this security 
he can incorporate without becoming 
an automaton the directions to hold 
the label this way or that, to speed it 
up, to punch this phrase, to smile when 
he says the name of the product. At 
last, the character is believable. 

That viewers will respond more 
fully to this type of characterization is 
assured; you now have a character 
who has evoked strong audience re- 
sponse and identification for centuries. 
The effectiveness of your commercial 
has been increased by substituting a 
specific character for a vague average 
one. Isn’t this, then, the only way to 
play it safe? 





Newsfront 


carefully lighted and photographed 
magazine color ads.” 

The station’s color orientation ses- 
sions, which offer the technical ex- 
perience and production assistance of 
the WNBQ staff at no cost, are open to 
all advertisers and their agencies. To 
date, says Mr. Herbuveaux, 29 agencies 
and 40 clients have used laboratory 
facilities to color-test products. 


(Continued from 33) 


AFTER THE BALL. The captains 
and kings—and the candidates—hav- 
ing departed the shores of Lake 
Michigan and San Francisco Bay 
these two weeks and more now, little 
remains to be said of television’s 
role in bringing the Democratic and 
the Republican tumult and shouting to 
an estimated 120 million Americans 
that hasn’t already been said. 

In retrospect, however, there stands 
out one thus-far-unreported addendum 
to the welter of published facts, figures 
and statistics anent tv and the political 
conventions: the overall commercial 
time charges lost to NBC, CBS and 
ABC because of some 75 hours of 
network-tv pre-emptions necessitated 
by nine days of conclave coverage. 

Based on the broadcasting schedules 
of the three networks at Chicago and 
San Francisco—and excluding radio 
pre-emptions, tv participations and 
studio, production and talent costs— 


approximately $4,425,000 worth of 
sponsored network time was appropri- 
ated in order to carry the political 
doings to the nation’s home screens. 

Against this $4-million-plus, which 
the networks of course must rebate to 
those advertisers whose programs were 
cancelled during the two-week period, 
is the aggregate $13 million that CBS, 
ABC and NBC received from conven- 
tion sponsorship by Westinghouse, 
Philco, RCA, Oldsmobile and Sun- 
beam Appliances. 

How much of the resultant $8,575,- 
000 represents a profit for the networks 
depends upon their actual expenditures 
in televising the conventions—setting- 
up of facilities at Chicago’s Interna- 
tional Amphitheatre and San Fran- 
cisco’s Cow Palace, transportation and 
maintenance for 1,000 people and 
30,000 pounds of equipment, and in- 
numerable costly “incidentals.” 

The expense to the networks has 
been variously pegged at from $5 
million to $17 million, with the latter 
total seemingly quite a bit out of line. 
If the figure, however, lies somewhere 
in the middle of those two extremes, 
simple arithmetic indicates that NBC, 
CBS and ABC are collectively out of 
pocket by a couple of million or so. 

It seems safer to assume, though, 
that for all the gigantic operation 
necessary to convention telecasting, the 
cost involved enabled the networks to 
make, rather than lose, $2-3 million 
when it was all over. 
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The New WOW-TV—CBS-TYV ticket 
wins by a landslide! 
The May Pulse and June ARB agree! 


The votes are counted, and 


WOW-TV is No. lL! 
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Represented by KATZ AGENCY INC. JOHN BLAIR & CO. BLAIR TV, INC. 


MEREDITH Zadéo and Teleuwtsion STATIONS 
affiliated with Better Homes and Gardens a Successful Farming magazines 
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Autos (Continued from page 55) 


to use, which one would you recom- 
mend?” The answer: newspapers, 46 
per cent; tv, 43 per cent; other media, 
11 per cent. 

3. “What would be your order of 
preference, if you were making up the 
national advertising budget of the 
factory—tradio, newspapers, magazines, 
outdoor, direct mail, television?” (Po- 
sition of these media was rotated from 
call to call, to avoid bias.) The 
answer: tv, 49 per cent; newspapers, 
37 per cent; direct mail, 8 per cent; 
magazines, 3 per cent; radio, 2 per 
cent; outdoor, 1 per cent. 

Breaking the answers down into in- 
dividual dealer groups, the ABC study 
showed the General Motors franchise- 
holders are about equally divided on 
the relative merits of television and 
newspapers in attracting showroom 
traffic and as the most important item 
in their factory’s ad budget. 

Sixty-four per cent of the Chevrolet 
dealers maintained that tv is doing the 
best job of bringing them customers, 
while Pontiac voting on the showroom- 
traffic question gave newspapers a 55- 
to-45-per-cent edge. Oldsmobile dealers 
made it 51 per cent to 49 per cent in 
favor of print as a showroom magnet, 
but tv rated higher—58 to 42 per cent 
—than newspapers in Oldsmobile- 
dealer estimation as the most important 
factor in the plant advertising budget. 

Despite the fact that Buick allocated 
only 17 per cent of its total ad budget 
to tv last year, more than 30 per cent of 
its dealers nevertheless feel that this 
is the medium which is doing more to 
move their cars than any other. Cad- 
illac sponsored no network video dur- 
ing the 1955-56 season, and, quite 
corollariarly, 82 per cent of its dealers 
lean toward newspapers as the better 
showroom crowd-puller. 

The consensus among Ford fran- 
chise-holders is about twice as favor- 
able toward television as toward the 
print medium. The Ford division 
spends about 70 per cent of its ad 
budget on newspapers, yet its dealers 
credit tv with bringing in 54 per cent 
of their showroom traffic. They also 
give television the same advantage on 
the question of the factory’s most im- 
portant ad-budget item. 

On the Mercury and Lincoln level, 
only three out of every ten advertising 





Tv Converter 


Television’s out-of-home plus 
audience is reaching beyond the 
local pub. 

A St. Paul manufacturer of 
converters has worked out a sys- 
tem for use of portable tv sets 
in cars, trucks and inboard speed 
boats. The converter plugs into 
the dashboard cigar lighter, the 
set plugs into the converter and 
voila, Lassie at the lakeshore. 

The picture is of home quality, 
and the drain on the battery is 
slight, says the maker, Terado 
Co. 











dollars spent by these divisions go into 
television—but eight out of ten Lin- 
coln-Mercury dealers cast their ballots 
for the visual medium as the No. 1 
showroom-traffic force. 

The Chrysler Corp. has proven itself 
more television-minded than its com- 
petitors, and dealers representing its 
four divisions endorse tv over news- 
papers far in excess of the relative 
weight each carries in the overall ad 
budget. Seventy-seven per cent claim 
that television brought more visitors 
to their showrooms over the past year 
than did newspaper advertising. 

The story is pretty much the same 
with American Motors and Studebaker- 
Packard dealers. Among the former, 
53 per cent give the nod to television 
over print in getting people into auto 
agencies, while 55 per cent would put 
tv first in the factory ad budget. The 
ratio of Studebaker-Packard dealers on 
both counts is 5] to 49 per cent. 

Possibly the most significant en- 
dorsement of television as a medium 
for selling automobiles comes from one 
of the nation’s most successful car deal- 
ers—George Pattison, the leading Pon- 
tiac dealer in the south and the seventh 
largest Pontiac dealer in the entire 
country (a remarkable performance, 
considering that his market, New Or- 
leans, ranks 21st in the U. S.). 

In a presentation prepared by the 
Television Bureau of Advertising to 
prove tv’s auto-sales effectiveness, Mr. 
Pattison made this statement: “I don’t 
believe that my dealership could have 
survived in the past year without our 
tv saturation schedule. I believe in the 
medium so thoroughly that 95 per cent 


of my advertising budget is devoted 
to it. We show a sales increase for the 
past six months over the same six 
months a year ago, which is the reverse 
of the picture in many areas. 

“We have maintained our volume 
by continuing volume tv advertis- 
ing. We enjoy excellent floor traffic, 
and television is what brings people in. 
In our experience, tv is the greatest 
producer of potential buyers. My tv 
advertising has made my dealership the 
sales leader of all Pontiac dealers in 
the south for six consecutive months.” 

At 1956’s halfway mark, total new- 
car stocks on dealers’ floors amounted 
to 664,019, against 813,591 a year ago. 
This inventory will have to be moved 
as quickly as possible, in the face of 
an expected earlier-than-usual appear- 
ance of the 1957 models, plus an antici- 
pated drastic change in style and de- 
sign of the new cars. 

And there is little doubt that tele- 
vision will be a basic means to the 
end of clearing these stocks off dealers’ 
floors and getting the new Detroit crea- 
tions off to a high-powered start. 
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WHERE’S 
— 
in your Budget? 


if it's missing 


somebody googed! 


Yes, sir, people in Wichita, 
Kansas, make money... 

lots of it...and they believe in 
spending it. Total retail sales 
this year will be well over one 
billion dollars, and Wichita is still 
the nation’s fastest-growing 
market with over 125 families a 
week moving in. 













KARD-TY is NBC. KARD-TV is a Low- 
Band Channel. KARD-TV is 

Maximum Power. KARD-TV has a 
1,070-foot tower. If KARD-TV isn’t in 
your budget, call your Petry man now! 
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YOUR COLOR STATION for the 
CENTER of the NATION 


Channel 
ee) 


WICHITA . KANSAS 
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Gas 


WMBR-TV Jacksonville, wtvs Miami, 
WDBO-TV Orlando, WBAL-Tv Baltimore, 
WBTV Charlotte, Kyw-Tv Cleveland, 
WSAV-TV Savannah, WXxEXx Petersburg, 
Va., and wFsBc-Tv Greenville, S. C. 

Another instance is the Adélantic 
Weather Show on wtvJ Miami (Mon.- 
Fri., 11:10-11:15 p.m.) which has at- 
tracted an audience that identifies the 
show and its weatherman, Jim Dooley. 
with the oil company. Calls come in 
for “the Atlantic weatherman” almost 
every night of the week. The wrtvJ 
contract has just been renewed for 
another six-month period. Charles Bon- 
ham is the district manager for Atlan- 
tic in the Miami district. 

e Bardahl Lubricants, Inc., a 
crankcase and cylinder additive, 
started on WKNB-TV Hartford two 
years ago buying spot adjacencies to 
major sports events. Using cartoon- 
type commercials patterned after the 
Dragnet theme, they have created in- 
terest resulting in an ascending sales 
curve. New contracts have been signed 
calling for late evening newscasts and 
a ten-minute sports show, The Sports * 
Camera, following the Gillette fights 
on Friday night. Bardahl has tied their 
promotion in with stock car tracks in 
the area and is planning on showing 
pictures of winning drivers at various 
tracks who used Bardahl in their stock 
cars. 

e Barrett Oil Co. of Savannah, dis- 
tributors of Standard Oil Co. (of 
Kentucky) products for the area, was 
one of the first advertisers on WTOC-TV 
Savannah. M. J. Barrett, general man- 
ager, began using tv in February of 
1954, first sponsoring a film series. 
Later Barrett Oil took over the sponsor- 
ship of Jaycee Forum, half hour pro- 
duced by wtoc-Tv in collaboration with 
the Junior Chamber of Commerce. The 
program follows the forum formula, 
with a moderator, guest of honor and 
a panel of people from varying walks 
of life and with many viewpoints. Such 
outstanding personalities as the gover- 
nor of the state, past governors, public 
officials and civic leaders have an- 
swered the questions of the panel mem- 
bers. The program is at 8 p.m. on 
Wednesdays and is the only one of its 
type in the market. Its popularity has 
grown steadily since it was introduced. 

Commercials are institutional. Bar- 


(Continued from page 41) 








rett Oil has been so pleased with results 
that it recently signed a new contract 
for 39 weeks, starting in September. 
Mr. Barrett handles his own advertis- 
ing. 

e Cities Service has news and 
weather shows in some 11 eastern mar- 
kets coinciding with its best distribu- 
tion areas. This spring it added the Ziv 
half-hour series, The Man Called X, 
in several major markets, including 
Baltimore and Washington. Elling & 
Co., New York, is the agency and Dan 
Kane the timebuyer. 

Typical of the Cities Service pro- 
grams is their sponsorship of Sports 
Digest Tuesday and Thursday 7:20- 
7:25 p.m. on WKNB-TV New Britain. 
Station attendants from service sta- 
tions in the area appear on each pro- 
gram. The sponsor reports customer 
reaction as excellent. 


Conoco Uses Tv 


e Continental Oil Co., a major user 
of television advertising, ranked 208th 
among spot users at the beginning of 
the year and had worked up to 56th 
position at the end of the first three 
months, during which it spent $125,000 
on spot television. The increase was 
due to its addition of half-hour films in 
some ten markets. The spot announce- 
ments which were used last year were 
continued. Five markets carry weather 
and sport shows, while the remaining 
35 markets in which the company is 
active carry schedules of announce- 
ments only. Benton & Bowles, New 
York, is the agency, with Frank Lion- 
ette the timebuyer. 

Continental is using stations in 
Arkansas, Colorado, Idaho, Kansas, 
Louisiana, Minnesota, Missouri, Mon- 
tana, Nebraska, New Mexico, Okla- 
homa, South Dakota, Texas, Utah and 
Wyoming. 

e D-X Sunray Oil Co., distributors 
of D-X gas and oil in the midwestern 
states, is conducting an intensive an- 
nouncement campaign on around 60 
stations in 12 states in its area. Stations 
are carrying the campaign in Arkansas, 
Illinois, Indiana, Iowa, Kentucky, 
Louisiana, Minnesota, Missouri, Ne- 
braska, Oklahoma, South Carolina and 
Wisconsin. 

e Deep Rock Oil Co. has increased 
its schedule of television participations 
and announcements and at mid-year 
was using about 15 stations in the mid- 





Jim Dooley, the Atlantic weatherman, 
on the set of the Atlantic Weather 
Show on wtvJ Miami Monday through 
Friday at 11:15 p.m. 


west. Its schedule includes stations in 
Illinois, Iowa, Minnesota, Nebraska, 
Oklahoma and Wisconsin. 

e Esso Standard Oil, long an out- 
standing example of successful adver- 
tising policies, is expanding its tele- 
vision programming in October by 
sponsoring a half-hour dramatic show, 
Official Films’ Hall of Stars, in 49 cities 
in the company’s east-coast and south- 
ern marketing areas. 

As a further endorsement of its tele- 
vision policies, Esso will expand its 
basic tv vehicle, the Your Esso Re- 
porter news program, which is cur- 
rently appearing on 25 stations. It is 
expected that McCann-Erickson, the 
Esso agency, will place the weather 
program in five additional markets. 

Robert M. Gray, Esso’s advertising 
manager, believes that the 30-minute 
program will give Esso additional tele- 
vision impact in markets currently 
using Your Esso Reporter and will add 
coverage in additional markets. 

Esso currently budgets something 
over $10 million annually for advertis- 
ing. (“Report on Your Esso Reporter,” 
TV AGE, March 1956.) The newspaper 
appropriation probably still leads the 
list, but about a fifth of the total has 
been going toward Your Esso Reporter 
on tv. This does not include frequent 
special-events coverage or the new 
major investment in the 30-minute 
dramatic film show. 

“We have little iron-clad evidence of 
exactly how much tv—or any other 
single medium—-sells,” Esso’s Mr. Gray 


explains. “But we do have a strong 
belief that together they all do a great 
selling job.” 

The decision to expand the television 
coverage — and expenditure — seems 
ample evidence of the dominant posi- 
tion that television holds in the com- 
pany’s advertising thinking. 

Stations on which Your Esso Re- 
porter is now appearing include: wsz- 
Tv Boston; wWJAR-TV Providence; 
WGTH-Tv Hartford; wrca-tvy New 
York; wrcv-Tv Philadelphia; wMArR-TV 
Baltimore; wrtop-Tv Washington; 
wcHs-Tv Charleston, W. Va.; wtvr 
Richmond; wtar-Tv Norfolk; wsLs-Tv 
Roanoke; wsJs-Tv Winston-Salem; 
wBTv Charlotte; wcsc-tv Charleston, 
S. C.; wis-tv Columbia; WwrFrsc-Tv 
Greenville, S. C.; wsm-tv Nashville; 
wMcT Memphis; kTuv Little Rock; 
wBRZ Baton Rouge; wopsu-tv New 
Orleans; wNHC-TvV New Haven; wsyr- 
TV Syracuse; wBRE-TV Wilkes-Barre; 
WGAL-TV Lancaster, and wncT Green- 
ville, N. C. Weather reports for Esso 
appear on WNBF-TV Binghamton; wRc- 
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Tv Buffalo, and KpKa-Tv Pittsburgh. 

e The Gaseteria in Indianapolis has 
found that the Television Programs of 
America series, Ramar of the Jungle, 
over WFBM-TV is productive of new 
business for them. Programming on 
the principle that children have a great 
influence on their parents’ purchases, 
the Indianapolis firm picked the chil- 
dren’s show and supported it with 
giveaways and premiums offered on 
the air. 

B. C. McKay, Gaseteria advertising 
manager, organized a Jungle Club 
which soon achieved a membership of 
40,000. Each member receives an eight- 
page “jungle-talk” book, a specially 
printed booklet for youngsters which 
teaches a few words from the Swahili 
language. It is illustrated with animal 
pictures, scenes from the tv series and 
information about its star, Jon Hall. 

One of the most successful give- 
aways, “the animal of the week,” an- 
nounced at the end of each program, 
is a decalcomania of various jungle 
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animals. It can be obtained only when 
called for in person at the service 
station. The tv show is also supported 
on radio, by direct mail, by point of 
sale and newspaper advertising. 

Mr. McKay says that Gaseteria’s use 
of tv enabled the company not only to 
meet competition in spite of extensive 
local price wars, but to increase sales 
as well. The promotion program is in- 
expensive, with the jungle-talk booklets 
costing approximately three cents each, 
membership cards about half-a-cent 
and decals about one-quarter of a cent. 

e Gulf Oil Corp., like American Oil, 
is a network buyer, sponsoring Life of 
Riley (8:30-9 p.m., Fri.) on NBC-TV. 
In addition, the company is using spot 
for its gas and oil on wcsH-Tv Port- 
land; KSTF Scottsbluff, Neb.; wLos-Tv 
Asheville, N. C.; wsatw Florence, and 
KFBC-TV Cheyenne. Bigger spot cam- 
paigns are used for Gulf’s moth killer 
and insecticides. Young & Rubicam, 
New York, is the agency and Frank 
Grady is timebuyer. 


Humble Consistent 


e Humble Oil and Refining Co. is a 
consistent user of tv and ranked 363rd 
among spot accounts at the first of the 
year. With distribution throughout the 
state of Texas, the firm has arranged 
with the Jamieson Film Co. to produce 
its own 30-minute news-and-events film 
show centering around happenings in 
the state. The weekly program appears 
on KRBC-Tv Abilene, KGNC-TV Amarillo, 
KTBC-TV Austin, KFDM-Tv Beaumont, 
KBST-TV Big Spring, Kvpo-Tv Corpus 
Christi, KRLD-Tv Dallas, KRop-tv El 
Paso, KGBT-Tv Harlingen, KCBD-TV 
Lubbock, KTRE-TV Lufkin, KOSA-TV 
Odessa, KTXL-TV San Angelo, WOAI-TV 
San Antonio, KCEM-Tv Temple, KLTV 
Tyler and Ksyp-Tv Wichita Falls. 

e Magnolia Petroleum Co. has re- 
cently increased its television advertis- 
ing substantially. At the first of the 
year the company ranked 386th among 
national spot advertisers. During the 
first quarter Magnolia used television 
on only 13 stations, but during the 
second quarter this number was in- 
creased to 35 in Arkansas, Louisiana, 
New Mexico, Oklahoma and Texas. The 
company policy is to buy announce- 
ments and weather shows in evening 
time hut some daytime and late-night 
announcements are used. Agency is 


Morelle K. Ratcliffe Adv., Dallas. 





Arthur R. Watson, director of the Balti- 
more Zoo, introduces three of his stars 
on the Sunday half-hour which is pre- 
sented by Sinclair Refining Co. over 
waaM Baltimore. 


Experience of the company with tele- 
vision in the Amarillo market is an 
example of that in other areas. In 
Amarillo the company began using 
KFDA-TV in the spring of 1953, soon 
after the station went on the air. From 
the first Magnolia has sponsored Tv 
Weatherfacts, a highly-rated weather 
program presented by Dick Bay, KFDA- 
Tv weathercaster. Institutional copy is 
used. 

Magnolia and its agency plan to 
continue the use of its weather show, 
sponsor occasional sports events and 
use spot announcements from time to 
time. The best endorsement of its tv 
schedule is the fact that the company’s 
business in the area has continued to 
show a steady increase. 

e Ohio Oil Co., a regional distribu- 
tor, as the name implies, is sponsoring 
the Ziv syndicated series, The Man 
Called X, on the following stations: 
wciA Champaign, Ill.; wrrv Blooming- 
ton, Ind.; wkjc-tv Ft. Wayne, Ind.; 
WFBM-TV Indianapolis; wsBT-Tv South 
Bend; wHAS-Tv Louisville; WoopD-Tv 
Grand Rapids; wkzo-tv Kalamazoo; 
wJiM-Tv Lansing; WBNS-Tv Columbus; 
WHIO-TV Dayton, and wspp-Tv Toledo. 
N. W. Ayer & Sons, New York, is the 
agency and William Millar is the time- 
buyer. 

e Pan-American Southern Corp., 
distributors of Pan-American gasoline 
and motor oil in southern markets, is 
a consistent user of television. Ranking 
298th among spot users at the begin- 
ning of the year, it has consistently 
improved that position and was on 24 
stations at the end of the first six 
months, among them waBT Birming- 
ham; WHBQ-TvV Memphis; WLAC-TV 








Nashville; wAave-Tv Louisville; wALa- 
tv Mobile; KAtv Pine Bluff; KNOE-TV 
Monroe, La.; KcCMcC-Tv Texarkana, 
Tex.; WLBT Jackson, Miss.; KSLA 
Shreveport, La.; WMsL-tv Decatur, 
Ala.; WTOK-Tv Meridian, Miss.; WJHL- 
TV Johnson City, Tenn.; wBRz Baton 
Rouge, La.; KALB-Tv Alexandria, La.; 
wpsu-Tv New Orleans, La.; KLFY-TV 
Lafayette, La.; wLac-Tv Nashville; 
WDEF-TvV Chattanooga, and WDSU-TV 
New Orleans. 

Presentation of pro football games 
through the cooperation of the oil 
company and its distributors and 
dealers in the vicinity of Jackson, Miss., 
has proved unusually successful. 
Dealers and distributors within an 80- 
mile radius of the station, ten in num- 
ber, joined in sharing the expense of 
the program on WJTv Jackson. Two 
different distributors were given credit 
for the coverage of each of the Sunday 
games. During commercials the pic- 
tures of these two dealers were flashed 
on the screen, along with their ad- 
dresses. The cost for the season was 
only $4,500, which was divided among 
the ten distributors. Commercials were 
delivered by Lyman Hellums of wtv. 
After the end of the football season, the 
distributors were so pleased with the 
success of their plan that they signed 
a contract to sponsor fights from the 
Eastern Parkway Arena on Monday 
nights. In August they moved again to 
sponsor the local election-night party, 
taking advantage of a hot political 
situation in the area. 


Pate to Standard 


e Pate Oil Co. of Milwaukee recently 
sold out to Standard Oil of New Jersey 
for a figure in the neighborhood of $5 
million. At the time of the sale the 
assets of the company included five 
bulk gasoline plants with a storage 
capacity of over 5 million gallons and 
a number of miscellaneous items, such 
as 43 gasoline trucks, five over-the- 
road transports, seven flat trucks and 
two panel trucks. 

Television has had a big part in the 
growth of this company from a very 
modest beginning in 1933 to its present 
stature. Sales last year totalled more 
than 42 million gallons of petroleum 
products. 

The company was founded by Wil- 
liam R. Pate and four associates. From 
the first advertising was regular and 
intensive. A number of media have 


been used. Television was first tried in 
1948 on WTMJ-Tv Milwaukee, less than 
a year after this first Wisconsin station 
went on the air. At that time the 
formula of splitting the advertising 
budget about equally between news- 
paper and television was adopted. It 
still holds, but the amount split now 
totals around $250,000 annually. 
Since 1951 Pate Oil has kept the 
same television advertising format—a 
strong half-hour film show in the best 
available time, backed by LD spots 
spread throughout the week. At present 
the oil company is sponsoring the MCA- 
TV syndicated series, Dr. Hudson’s 


= — —— 





Secret Journal, during Class A time 
(7-7:30 p.m., Thurs.) 52 weeks a year. 

Agency for the Pate Oil Co. since 
1947 is Al Herr Adv. of Milwaukee. 
Pat Kocian, a vice president of Al Herr, 
is the account executive, and Walter T. 
Kadi is the Pate advertising manager. 

During the past year Milwaukee 
street maps were offered during the 
Pate commercials with such success 
that 95,000 were given away. The com- 
pany has ordered another 100,000 of a 
larger Milwaukee map and plans a new 
offer. Standard Oil of New Jersey has 


said that, although it plans expansion 
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of the company to serve the state of 
Wisconsin, it will continue to market 
gasoline and oil products under the 
Pate brand. Al Herr will continue as 
the agency. Officials of the agency have 
indicated that they will use the same 
basic advertising that has been so 
successful for the company through the 
years. 

e Pure Oil Co., which ranked 212th 
among spot advertisers at the begin- 
ning of the year, had an announcement 
campaign on around ten stations the 
first few months but expanded, as the 
spring driving season opened up, to 
place advertising on more than 40 
stations. Leo Burnett Co., Chicago, is 
the agency. Dave Arnold is the time- 
buyer. 

e Richfield Oil Corp. is a heavy user 
of television in its far western markets. 
Besides using spot announcements in 
a number of areas, Richfield has the 
MCA-TV syndicated series, Mayor of 
the Town, on more than 15 stations in 
its distribution area. Richfield uses 
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Weathercaster Dick Bay (l.) and 
H. C. Winburn, chief of the U. S. 
Weather Bureau in Amarillo, on the 
set of the KFDA-Tv Tv Weatherfacts 
show, which is sponsored in the area 
by the Magnolia Petroleum Co. of 
Amarillo. 


television in California, Idaho, Nevada, 
Oregon and Washington. Hixson & 
Jorgensen, Inc., of Los Angeles is the 
agency and Harriet Weigand is the 
timebuyer. 

e Seaside Oil Co., operator of a 
chain of service stations in southern 





California, began using a twice-weekly 
weather program on KEYT Santa Bar- 
bara. After the initial 13 weeks the 
company was so pleased that the pro- 
gram was renewed. 

“The decision to renew,” G. B. 
Tucker, advertising manager of Sea- 
side, says, “was made only after care- 
ful analysis of the results we obtained 
during the first cycle of sponsorship— 
our initial use of television. Our study 
revealed a number of important results 
traceable to our campaign on KEYT. 

“The most tangible of these,” he 
continued, “was connected with our 
five-week tire promotion. We found 
that in the tri-county area covered by 
your signal our tire sales had increased 
well in excess of 200 per cent (when 
compared with the same period a year 
earlier) .” 

Seaside is currently using a 30- 
minute, once-a-week program in Class 
AA time. McCarty Co., Los Angeles, is 
the agency, with Herb Brown account 
executive. G. B. Tucker is advertising 
manager. 


(Continued on page 78) 
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Washington Memo 


THE SEVENTH REPORT. Within a 
few weeks, the comments and reply 
comments to the FCC’s allocation plan, 
which has come to be known as the 
Seventh Report, should be filed. It 
takes no prophet to predict that the 
proposals for deintermixture to pro- 
tect uhf stations will be vigorously op- 
posed by the affected v’s and enthusi- 
astically supported by the u’s. The 
same can be said for the counter pro- 
posal of the ABC network, which 
would go further in the way of deinter- 
mixture by requiring several long- 
existing vhf stations to shift to uhf. 

Because the proposals for deinter- 
mixture are offered as an interim de- 
vice to keep uhf alive until the long- 
range plan for an ultimate shift of all 
or substantially all tv to uhf can be 
achieved, it may very well be that what 
the Commission does after receiving 
the comments may determine whether 
the nucleus for an all-uhf system will 
be sustained or eradicated. Hence, the 
hopes for a nationwide competitive tv 
system, with its attendant possibilities 
for additional networks, may depend 
on the deintermixture action. Also in- 
volved, of course, is the tv-film indus- 
try, which requires more markets 
(stations) for growth. 





The question then presents itself: 
what will the Commission do? Will it 
yield again to the opposition of the 
v’s, as it did when it turned down 
previous deintermixture proposals in 
favor of an “overall” allocation plan? 
Or will it take the decisive step this 
time in the interest of positive action? 


EARLIER FCC ACTION. Before at- 
tempting to answer, it might be well 
to go back to the report of June 26 to 
observe how the members of the Com- 
mission voted on the 13 areas in which 
deintermixture was proposed. In five 
of these areas, the members were split 
four to three. In five others, they voted 
five to two. Only in the two areas 
where deintermixture would result in 
all-vhf markets were the commissioners 
unanimous. It should be pointed out, 
however, that since the report was 
issued there has been a change in mem- 
bership with the appointment of T. A. 
M. Craven to succeed Edward Webster. 
Comr. Craven had endorsed deinter- 
mixture before taking office and thus 
may add strength to the deintermixture 
forces, although Comr. Webster voted 
for deintermixture in every area where 
the result would mean an all-uhf situ- 
ation. 


So it is apparent that, despite strong 
pressures from Congress, the Commis- 
sion action on deintermixture offers 
no assurance that the proposals will be 
finalized. Chairman George C. Mc- 
Connaughey said in a recent speech 
that he expected “lusty battles” to be 
fought over the proposals in the forth- 
coming comments. Undoubtedly, the 
opponents of deintermixture will chal- 
lenge the Commission’s authority to 
require an operating vhf station to 
shift to uhf or to prevent a vhf permit- 
holder from going ahead with con- 
struction on the channel he applied for 
and went through competitive hearings 
to obtain. 

Already, some of the affected vhf 
stations are raising legal questions as 
to the Commission’s power to do these 
without them full 


things granting 


evidentiary hearings in which testi- 


mony would be taken to determine 
whether injury would result to the ex- 
isting u’s by virtue of vhf competition. 
A considerable body of legal opinion 
believes that if hearings are denied, 
the v’s would be able to tie up the Com- 
mission in the courts. It seems quite 
possible, therefore, that such hearings 
would be ordered, and probably ex- 
pedited, before deintermixture could 
be effected. 

While the legal obstacles may give 
certain commissioners all the more 
reason to oppose deintermixture, there 
can be no denying that pressure on the 
agency is such that it may be disposed 
to go even further than it has proposed 
to go. Consider, for example, the ex- 
change which occurred between Chair- 
man McConnaughey and Rep. James 
M. Quigley of Pennsylvania when the 
House Judiciary Committee held hear- 
ings in July on FCC operations. 


QUIGLEY OPINION. While McCon- 
naughey was defending the Seventh 
Report, Congressman Quigley inter- 
rupted to make this assertion: 

“I do not think that that order is 
worth the paper it is written on, 
frankly. I think it is just so much 
window dressing that was put out the 
day before these hearings began. And 
I do not see any relief at all in there 
for these uhf stations that are losing 
money hand over fist—and they have 
been losing since they were permitted 
to go on the air back in 1952. And this 
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e Shell Oil Co. was among the largest 
spot television advertisers in 1955, end- 
ing the year 36th among all spot users 
of the medium. After the first of the 
year the tv appropriation dropped, 
and the company ended the first quar- 
ter with expenditures of $325,000 for 
spot, which ranked it in 67th position 
in the country. With spring, more tele- 
vision advertising was placed, and the 
company is now on some 50 stations in 
all parts of the country. 

Shell buys participations and an- 
nouncements on news, weather and 
sports shows. It arranges for live de- 
livery of its commercials whenever pos- 
sible. J. Walter Thompson Co. is the 
agency, and the account is handled out 
of both New York and San Francisco. 

As an example Shell sponsors the 
7:10-7:20 p.m. news on Monday, Wed- 
nesday and Friday nights on WKNB-TV 
Hartford. The company signed its 
first contract July 4, 
creased it to five nights per week in 
September of that year. When the con- 
tract was renewed on Jan. 2, 1956 it 
was for three times a week. The sta- 
tion promoted the program with en- 
largements of Barry Barents, WKNB-TV 
newscaster for Shell, in all service 
stations in the area. 


1955 and in- 


Signal in Six Markets 


© Signal Oil Co. is in six west- 
coast markets with the ABC film series, 
Code Three. Barton A. Stebbins Adv., 
Los Angeles, is the agency, with A. W. 
Gudelman as the timebuyer. 

e Sinclair Refining Co. is active in 
national spot, showing a marked pre- 
ference for station breaks in Class A 
and Class AA time in the markets 
where it has distribution. At midsum- 
mer this year the company was using 
television on more than 30 stations. 

In the fall Sinclair will continue to 
use top-rated breaks in all of its mar- 
kets in which they are available. 
Morey, Humm & Warwick, New York, 
is the agency and Kathryn Shanahan 
is the timebuyer. 

At the close of 1955 Sinclair ranked 
217th among users of spot and during 
the vacation season this year is be- 
lieved to have ranked even higher. 

While not typical of the major por- 
tion of Sinclair television advertising, 
one successful program sponsored by 
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Seaside Oil Co. of southern California 
recently renewed its contract with KEYT 
Santa Barbara for a 30-minute weekly 
program on Class AA time. Left to 
right: G. B. Tucker, advertising man- 
ager of Seaside; Joe Coatantino, pro- 
gram production manager KEYT, and 
Herb Brown, account executive of the 


McCarty Co., Los Angeles. 


the oil company is This Is Your Zoo, 
local live half-hour, 6-6:30 p.m. Sun- 
days on WAAM Baltimore. 

e Skarty Oil Co., a five-state re- 
gional gasoline and oil distributor, 
began using tv in August 1955. Ralph 
Nelson, advertising manager for the 
company, uses a 30-minute children’s 
program, Fun Wagon, once a week on 
KOTA-TV Rapid City to promote its 
Ethyl gasoline with Keotane additive. 
The distributor has three stations in 
Rapid City, two of which distribute 
play money, called “Fun Wagon Wam- 
pum,” which is mentioned on the 
program. Stations distributing the 
wampum have shown an increase of 16 
per cent in their sales of Ethyl gasoline 
during the period. 

e Skelly Oil Co. prefers 30-minute 
syndicated programs and has them 
scheduled in around 20 markets in its 
best distribution area. Skelly is using 
television in Colorado, Illinois, Iowa, 
Kansas, Louisiana, Minnesota, Mis- 
souri, Nebraska, Oklahoma, South Da- 
kota and Wisconsin. Bruce B. Brewer 
& Co., Kansas City, is the agency. 

e Socony Mobil Oil Co., one of the 
larger television spot advertisers among 
the oil companies, ranked 91st among 
that type of advertiser during the first 
quarter of 1956 when it was on some 
40 television stations. Its spending for 
spot tv was estimated by TvB at $227,- 
400 for three months. 

In speaking of their decision to use 
spot rather than network P. A. Gosman, 
Manager of the Advertising Department 
of Socony Mobil Oil told Tv ace: 


“In 1954 we were experimenting with 
a few local programs—principally test- 
ing format and pulling power. We 
might have entered television on a 
national network basis that year but 
the intensity of gasoline competition 
on a local basis made us decide to em- 
ploy spots and independent local pro- 
grams in a limited way. 

“We like the flexibility of this ar- 
rangement. We can concentrate our 
weight where opportunity is greatest or 
competition toughest. Its success can 
only be judged by our sales results, 
which have been very favorable.” 


During the second quarter Socony 
Mobil Oil’s use of spot soared to nearly 
100 stations, on which they had a 
wide variety of programs and an- 
nouncements. Just last month the com- 
pany, its agency, Compton Advertising, 
and National Telefilm Associates an- 
nounced the purchase of the NTA syn- 
dication, The Sheriff of Cochise, for 
use on 67 midwestern television sta- 
tions. The contract calls for 52 weeks, 
starting Oct. 1. This contract alone 
will mean an expenditure of more than 
a half-million dollars. 


e Standard Oil of California uses 
television throughout its territory. The 
first of the year the oil company 
bought the Four-Star Productions half- 
hour film series, Hall of Stars, which it 
is showing in 12 markets in California, 
Arizona, Utah, Washington, Oregon 
and Hawaii, promoting its Chevron 
gasoline and RPM oil. In addition, 
spot is used on a number of stations. 
BBDO, San Francisco, is the agency, 
Elizabeth Shore the timebuyer. 

e Standard Oil of Indiana consist- 
ently uses television announcements 
adjacent to news, weather and sports 
shows and is currently on around 30 
stations in 15 states throughout its 
midwestern territory. D’Arcy Advertis- 
ing Agency, Chicago, has the account, 
with Robert Byars as the contact. 

e Standard Oil Co. of Texas has in- 
creased its television advertising from 
three stations during the first three 
months of the year to six during the 
second quarter. In most of these mar- 
kets the oil company sponsors the 
Screen Gems ha!f-hour series, Celebrity 
Playhouse, promoting its Chevron 
gasoline. Stations being used include 
KSwWS-TV Roswell, New Mex., and KRLD- 
Tv Dallas, KRov-Tv El Paso, KcBD-TV 
Lubbock and KTxL-Tv San Angelo. 








P.R.M. History. In the past month 
only the Suez Canal crisis sent any 
shivers of excitement up and down 
investors’ spines, and the television 
industry’s relationship to that inter- 
national affair is too remote to spur 
most tv stocks from summer lethargy. 

One issue, now almost completely 
dependent on the television market— 
notably the spot tv market—in the 
United States, is P.R.M., Inc., traded 
on the American Stock Exchange. This 
company has had a somewhat check- 
ered history in the past. It was first 
created in 1920 as the American Bush- 
ings Corp. The name was changed to 
Pressed Metals of America in 1926, 
and the company then went through 
four or five major changes in its 
operations and corporate structure 
until in February of 1956 it had be- 
come in Wall Street parlance “a shell 
corporation.” That is, it had no ope- 
rating basiness—merely cash and a 
listing on a major security exchange. 

At this point it had been acquired by 
Canadian interests headed by Lou 
Chesler, Toronto financier. These inter- 
ests turned their attention immediately 
to the huge tv market for feature films. 
One of their first moves was to be- 
come associated with Associated Artists 
Productions, a tv film-distributing com- 
pany that had been created by Elliott 
Hyman. Mr. Hyman himself had a 
notable business career behind him 
prior to his entry into the tv field. At 
one time he held a dominant position 
in the tire field before moving on to 
television. 


Film Manipulations. Mr. Hyman 
and Mr. Chesler joined forces just as 
the vaults of Hollywood’s film libraries 
were swinging open to the overtures of 
tv cash. Tom O’Neil had just acquired 
the RKO library, which he re-sold in 
part to Matty Fox of C&C TV Corp. 
Later, when P.R.M. purchased Mr. 
Hyman’s Associated Artists Produc- 
tions, Inc., it acquired a distributing 
organization, a library of approxi- 
mately 400 films and some short-sub- 
ject films. Mr. Hyman received over 
32,000 shares of P.R.M. stock. How- 


ever, this corporate merger was not 


Wall Street Report 





finalized until after the Warner Bros. 
transaction. 

P.R.M. began negotiating for the 
Warner Bros. film library of 750 fea- 
ture films and over 1,500 shorts and 
cartoons all made prior to 1949. The 
“memorandum of sale” had _ been 
signed by Warners and P.R.M. on 
March 1. There was one “gimmick.” 
Warners wanted a capital gain on its 
film sale and sought a Treasury De- 
partment ruling before the trans- 
action was culminated. 

In the intervening months P.R.M.’s 
future was to be complicated, clouded 
and threatened by other developments. 
The Treasury ruling, originally ex- 
pected by May, was not obtained until 
late July. Meanwhile, control of 
Warners changed hands, with Serge 
Semenenko, of the First National Bank 
of Boston, and others acquiring stock 
control of the film company. Since Mr. 
Semenenko had been supplying some 
of the financial backing for Matty 
Fox’s acquisition of the RKO films, 
there was widespread belief that the 
“memorandum” with P.R.M. would 
fall through. At the same time, some of 
the same people, including Mr. Chesler 
and Maxwell Goldhar, P.R.M. vice 
president and treasurer, had control 
of a second “shell corporation,” Ridge- 
way Corp. They had instituted nego- 
tiations with Loew’s, Inc., with the aim 
of purchasing the M-G-M library of 
films. 


Loew Deal Off. The M-G-M negotia- 
tions collapsed when Loew’s decided to 
lease its own films and seek ownership 
of tv stations. This plan of Loew’s, 
incidentally, was implemented rapidly 
last month, when the company sold 
725 films to KTTV Los Angeles for 
seven years for $4 million and then 
purchased a 25-per-cent stock interest 
in the station for $1,600,000. 
Meanwhile, P.R.M. was running into 
serious trouble. The change in Warner 
management, coupled with the Ridge- 
way negotiations, lent credence in the 
trade to the report that the Warner 
library would not be sold to P.R.M. 
When Associated’s salesmen called on 
tv station representatives, they were 

























futile since 
P.R.M. really would never own the 
films. 

But on July 27 the Treasury Depart- 
ment ruled favorably on the Warner 
sale and the transaction was com- 
pleted. At that moment the Associated 
salesmen renewed their sales drive. 
As of the middle of August, P.R.M. 
claimed it had leased its film packages 
to some of the nation’s key tv stations 
for a total of $10 million in cash, 
plus other Maxwell 
Goldhar contends the company origi- 
nally anticipated a first-year sales vol- 
ume of $12 million, but the initial 
success of film rentals has prompted 
the management to revise estimates up- 
ward to $25 million in tv rentals for 
the initial year. 


told discussions 


were 


considerations. 


This does not include transactions 
concluded with 
Lever Bros. Lever purchased the story 
rights to 60 of the Warner films for 
remaking into one-hour tv films for 
Lux Video Theatre. Lever will pay 
$3,500 per story to P.R.M. and also 
yield the foreign tv kinescope rights to 
P.R.M. 

In some cases P.R.M. has acquired 
time as part of its payment for the tv 


such as have been 


rights. But in most instances cash is 
the prime payment. 


Paramount Sale. P.R.M. also pur- 
chased in July for $3.9 million the 
rights to Paramount’s library of Pop- 
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grams was presented by the university 
president, Dr. Harry F. Corbin. In- 
tended as an intellectually stimulating 
and visually interesting program, Dr. 
Corbin took up such topics as John 
Stuart Mill’s Essay on Liberty, the 
struggle for equality and democracy 
by the peoples of India, the American 
way of life and politics and politicians. 
This series was followed by another 
presented by Dr. Morton Rosenbaum 
of the university English department. 
This features programs on the Parthe- 
non as the symbol for Greek society 
and its influence upon our present cul- 
ture. Both series have received enthusi- 
astic response. 

KFBB-TV Great Falls, Mont., to tell 
the public about regional institutions. 
KFBB-TV's Report to the People informs 
viewers of the facts about local and 
state institutions and other items of 
local interest. The program runs for a 
minimum of thirty minutes but may 
be: extended to a full hour. Typical was 
the report on the Great Falls Public 
Library, which explained the course 
taken by a book from the time it was 
requested until it was returned to the 
library shelves. Each of the library 
departments was explained in detail. 
The library administration says more 
people have used the facilities of the 
library since the program than was ever 
the case before. 


For Multiple Sclerosis 


KFDA-TV Amarillo for the benefit of 
the Multiple Sclerosis Society. Chill 
Wills, Hollywood comedian and the 
voice of “Francis, the Talking Mule,” 
was the star of the 1614 hour telethon 
presented last November in Amarillo’s 
Municipal Auditorium. About $19,000 
was raised in the campaign. Pledges 
were taken by members of the Amarillo 
Junior Chamber of Commerce and 
cash donations were collected by mem- 
bers of the Auxiliary Police Depart- 
ment who toured the city picking up 
contributions. Several thousand dollars’ 
worth of merchandise donated by mer- 
chants was given away in drawings 
from the names of those who had 
helped the drive. 

KFMB-Tv San Diego to explain elec- 
tion issues. A recent series titled Mark 
X explained to KFMB-TV viewers both 
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sides of election issues. Moderated by 
Harold Keen, the series featured oppo- 
nents and proponents of each issue 
discussed. Keen is an intense, accurate 
and searching reporter and manages to 
present issues in such a way that each 
is sharply defined, heartily attacked 
by its foes and stoutly defended by its 
proponents. The program series is one 
about which Mayor Charles C. Dail of 
San Diego recently wrote, “Channel 8 
can always be depended upon to ‘de- 
liver the goods’ on public service pro- 
grams .. . the Mark X series has been 
particularly outstanding. KFMB-TV cer- 
tainly goes beyond the limit and even 
the spirit of the law in fulfilling its 
public service obligations. They have 
truly taken their place as a member 
of the San Diego community, fair in 
all respects to everyone concerned and 
interested only in seeing that the public 
is honestly and completely informed.” 





Service Record 


Broadcasting was a top hand 
in the Advertising Council’s 18 
major public service campaigns 
and 43 other national welfare 
projects during 1955. 

According to the Council’s an- 
nual report, national tv circula- 
tion given to campaigns by spon- 
sored network programs alone 
in 1955 was up 40 per cent over 
1954 and 100 per cent over 1953. 
Total for 19 major campaigns 
and 32 other causes: 6 billion 
home impressions. The statistics 
are compiled for the Council by 
A. C. Nielsen. 

Volunteer ad agencies created 
kits of tv films and other mate- 
rials on 14 campaigns. 

When the American Red Cross 
had exhausted relief funds and 
asked the Council to raise $10 
million for flood relief, radio 
and tv were called in exclusively. 
Ordinarily, two weeks or more 
would be needed to raise the 
amount. In 10 days the Red Cross 
had topped the quota. The 
special campaign was stopped at 
Red Cross request. When all the 
dimes, quarters and dollars were 
counted, the total was $14.5 
million. 











KGo-Tv San Francisco for religious 
education. The program Our Catholic 
Heritage (1-1:30 p.m. Sunday) em- 
braces all faiths and its roster of im- 
portant guests is drawn from every 
religion. Basically the format is simple 
—an interview with a distinguished 
guest by Val King, program emcee. 
This is followed by a song and an 
explanation of Catholic doctrine or a 
demonstration of Catholic practice by 
Father Francis Quinn. Guests speak 
freely on their special subjects and 
philosophies, give their views on world 
politics or discuss lighter matters. Dur- 
ing the UN Anniversary in San Fran- 
cisco General Romulo revealed several 
days in advance that he intended to 
seize the peace initiative from Molo- 
tov; Dr. Kurt von Schuschnigg of Aus- 
tria told of the capture of Austria by 
the Nazis; Lillian Roth told of finding 
her faith again; Abbott and Costello 
discussed the need for religious guid- 
ance. Leaders in the world of sports, 
from the press, artists and celebrated 
entertainers have all appeared on the 
program. KGO-TV considers it to be 
unique in American television. 


For Churches 


KHOL-TV Holdrege, Neb., for the 
churches. KHOL-Tv’s Thought for Liv- 
ing is seen weekdays at 12:45 p.m. Pre- 
sented by a minister from the area, the 
15-minute program is one of the most 
popular on both KHOL-Tv and her 
satellite, KHPL-Tv Hayes Center. Sched- 
uling is déne by the ministers’ own 
Television Association, the president of 
which sets up the schedule of rotation. 
Every minister in the area participates. 

KLOR Portland, Ore., for the Port- 
land Junior Symphony. Composed of 
young people between the ages of 15 
and 21, the Portland Junior Symphony 
is judged to be one of the finest groups 
of its kind. It presents several public 
concerts annually. Just before these 
performances KLOR presents a_half- 
hour. studio production featuring the 
symphony “in rehearsal.” Segments of 
the group are also featured on other 
programs. KLOR viewers have expressed 
pleasure in the programs, and sym- 
phony leaders believe the studio presen- 
tations have done a great deal to in- 
crease interest in symphony concerts. 

KNBC San Francisco for understand- 
ing of mental health problems. The 
program, People and Problems (2-2:30 























p-m., Fri.), fills one of the segments 
of the two Monday-through-Friday 
strips that KNBC reserves for public 
service. One strip is from 2 to 2:30 
p-m. and the other from 7:30 to 8 p.m. 
People is a study in human behavior, 
presented by the station in cooperation 
with the San Francisco Mental Health 
Society, the Adult Education Divi- 
sion of the San Francisco public schools 
and the Department of Psychology of 
San Francisco State College. Earl Raab, 
director of the San Francisco Mental 
Health Society, is the discussion leader. 
Each program features a panel made 
up of such experts as practicing psy- 
chiatrists, university lecturers in psy- 
chiatry and psychology, clinic workers, 
social workers, analysts and psycholo- 
gists. Focus throughout the series is 
on the manifestations of personality 
problems known as mental illness. 
KNTV San Jose for the Red Cross. 
The kickoff program for the Red Cross 
drive in San Jose, Calif., reviewed many 
of the highlights of the Red Cross year 
in that city. Presented Feb. 29 from 
7:30 to 8 p.m., it began with an ex- 
planation of the theme of the 1956 
drive—the Red Cross in Action. Sum- 
marizing this action, the station showed 
films of San Jose beaches with Red 
Cross-approved life guards and told 
how a 12-year-old girl with a junior 
life saving certificate saved the life of a 
young boy. Another scene described 
first aid activity by the organization, 
the blood bank and the home service 
department. Familiar scenes and local 
statistics heightened interest in the 
program which closed with an inter- 
view of a Red Cross executive. 
KNxT Los Angeles for education. 
Last year KNXT Los Angeles received 
both an Ohio State award and the 
Peabody award for its series, Shake- 
speare on Tv, presented by Dr. Frank 
C. Baxter in cooperation with the Uni- 
versity of Southern California. Dr. 
Baxter has presented 54 of the 45- 
minute programs. Undergraduate stu- 
dents at the university get one semes- 
ter’s credit for each 18 they see. The 
series has been kinescoped by the Ford 
Foundation and distributed to educa- 
tional stations throughout the United 
States. These programs are only one 
series of the many which have been 
developed by the station as a part of 
its premise that public service pro- 
gramming should have high audience 





ie a 


After a nationwide survey the Baptist 
General Convention of Texas has se- 
lected KRLD-TV Dallas as the station 
that “does more continuous, public 
service, live, religious programming 
than any other major network affiliate 
in the United States.” The survey was 
conducted by Rev. Leonard L. Hollo- 
way, of the convention. Here a plaque 
signed by six representatives of various 
Christian faiths is presented by For- 
rest C. Feezor (l.) executive secretary 
of the convention, to Clyde Rembert, 
president of the station. The plaque 
says in part “ ... we are aware that 
television is one of the greatest media 
for reaching the minds of people and 
influencing them toward better living.” 


participation, fine production and care- 
ful planning. 

KoA-Tv Denver for civil defense. 
Written and directed by Heyward Sid- 
dons, KOA-Tvy production supervisor 
and Sylvania television award winner 
in 1953, Learn and Live was most effec- 
tive in promoting civil defense in the 
Denver area. The program utilized film 
clips from 12 different C. D. movies. 
Narrated by KOA-Tv announcer Jack 
Mumey, it explained simply the evolu- 
tion of atomic energy from its discov- 
ery to its application to warfare. The 
narrator then told how modern war- 
fare is brought to the home as well as 
to the battlefront. Film clips illustrated 
each point. Step by step, viewers were 
carried through the development of the 
atomic bomb and the defenses that 
have been worked out against it. Since 
the description was extremely well 
written and the clips carefully edited, 
the resulting program held the atten- 
tion and interest of the viewers as it 
went through the familiar warnings of 
atomic attacks and the defenses against 
them. 





KOAM-TV Pittsburg, Kan., for cere 
bral palsy. A telethon was held by the 
station in cooperation with the United 
Cerebral Palsy campaign and the state 
organizations in Kansas and Missouri. 
The production lasted 1744 hours and 
raised some $70,000 for the charity. 
In addition to obtaining talent for the 
program, the station devoted some 300 
man-hours of personnel time. C. P. 
officials felt the campaign was one of 
the most successful they had ever 
staged. 

KoTA-TV Rapid City, S. D., for the 
Sioux Indian hospital. Since Rapid 
City, home of KoTA-TYV, is also the home 
of the Sioux Indian tuberculosis sani- 
torium, the city and station have a real 
interest in its welfare. The 200-bed 
federal hospital, which serves the entire 
Sioux nation, had no recreation facil- 
ities and the station undertook to raise 
the money to obtain them. The cam- 
paign was called Tv for Tb and was 
conducted by Glenn Rowell of Korta-tv. 
It was carried on vigorously both by 
programs and announcements with the 
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result that enough money was sub- 
scribed to buy eight tv sets, five record 
players, a supply of records and other 
equipment. As an unexpected result the 
seven tribes of the Sioux, in a gesture 
of appreciation for KoTA-Tv’s efforts, 
inducted Mr. Rowell into the Sioux na- 
tion at a colorful ceremony which was 
telecast from the KOTA-TV studios. 

KPIx San Francisco for March of 
Dimes. The Westinghouse station in 
San Francisco in January staged its 
third annual auction for the infantile 
paralysis campaign. It raised $5,000 
for the foundation. KPIx staffers as- 
sisted in getting together contributions 
of merchandise, objects of art, stocks 
and bonds and the like, which were 
auctioned by station talent and per- 
sonalities to make a fast-moving pro- 
gram. All of the money went to the 
campaign, with the station assuming 
all costs incidental to staging the pro- 
gram. 

xRcA Los Angeles for child guidance. 
Each week a teen-ager and his or her 
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but we can give you 
the BIGGEST BUY yer! 


TIME: Now, while we're still new... 
with rates set to offer low cost per im- 
pression . ... choice availabilities are 
still open. 
PLACE: Huntington — Ashland — Charles- 
ton and Portsmouth Markets. The rich, 
prosperous, tri-state area of more than 
1,250,000 population conservatively meas- 
ured from mail responses. 


SCENE: WHTN-TV with the largest trans- 
mitting antenna in the world . . . 316,000 
watts of power for maximum. effective 
coverage . . . a built-in audience of more 
than 200,000 sets . . . popular basic ABC 
network programs, outstanding local live 
shows and top-notch films. 


ACTION: Get on our “bandwagon” and 
g-t-0-w with us! After only one month of 
maximum power, Channel 13 showed 
36.8% audience increase over the first 
audience report. 

CALL US: Huntington, West Virginia, 
JAckson 5-7661, or our representatives: 
Edward Petry & Co., Inc. 
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Changing Telethons 


A trend toward changing the 
telethon format is indicated by 
interest expressed by other sta- 
ions in the WHAS-TV Louisville 
“Crusade for Children” (“Cru- 
sade without armor,” TV AGE, 
July 1956). wtvJ-tv Miami is 
currently considering converting 
its telethon to the Louisville plan 
and is sending an executive to 
confer with WHAS-TV program 
people. The Louisville plan en- 
ables the station to see that 
money raised goes to benefit 
charities within the greater 
metropolitan area. 


omnes 











parent bring the child’s problem to be 
considered by the panel of the program, 
Teen Age Trials. Panelists include four 
teen-age honor students and a judge of 
the Superior Court of Los Angeles. 
Paul Pierce, long associated with tele- 
vision on the West Coast, is moderator. 
The program has won numerous awards 
and in addition has the distinction of 
having fostered legislation when the 
Board of Supervisors of Los Angeles 
county, through the efforts of the pro- 
gram, banned the sale of various types 
of knives to juveniles. Stanley Brady 
is the producer. 


For Public Schools 


KROD-TV El Paso for the El Paso pub- 
lic schools. Executives at the station 
feel one of their most effective public 
service programs is Hablemos Espanol 
which has been appearing on a regular 
basis on the station for the past three 
years. Since El Paso is a border city, 
it is important that the people know 
conversational Spanish and the Span- 
ish-speaking people know English. The 
program is produced by Carlos Rivera, 
supervisor of conversational Spanish 
in the elementary grades of the public 
schools. It has been well received by 
both the English and Spanish-speaking 
populations. 

KSBW-TV Salinas-Monterey to aid the 
area in a flood emergency. When the 
station first heard of the approach of 
last winter’s California flood, arrange- 
ments were made to make an all-out 
effort to aid the community. Flood- 
control news coverage began at once. 
Television carried the unfolding story 
of the disaster. Bulletins were read im- 


mediately as they were received. Emer- 
gency announcements from the highway 
patrol and weather bureau were made 
immediately. During the height of the 
flood, when all electricity was cut off, 
the station operated with its own auxil- 
iary power generated by a diesel tractor 
at the transmitter. Special permission 
was obtained to fly a plane low enough 
to take pictures of the disaster area for 
the daily reports which summarized the 
flood situation. From Dec. 22, when the 
first flood reports were carried, until 
Dec. 29, when General Manager John 
C. Cohan and the vice chairman of the 
Red Cross made a direct appeal for 
funds to help the flood victims, bulle- 
tins and assistance were the first order 
of business at the station. “Although 
we have been active in many organized 
campaigns, this is perhaps the more 
vivid example of the service that local 
stations can and do provide for the 
communities during times of emer- 
gency,” says Claud Mann, program 
service manager. 

KSLA Shreveport for religious edu- 
cation. Presented live January 8 
through April 22 (1:15-1:30 p.m., 
Sun.) Lifeline was a weekly religious 
drama produced by the station in co- 
operation with the First Methodist 
Church of Shreveport. Each program 
was a play, which dealt with a different 
type of personal problem and how the 
minister could help in solving it. The 
program was placed on a non-sectarian 
basis. During and after the series city 
ministers said that more members of 
their congregations came to them with 
their problems. The station received 
many comments commending _ the 
series. 

Kswo-tv Lawton for medical re- 
search. The Oklahoma Medical Re- 
search Foundation, located in Okla- 
homa City, sends scientists to the 
Lawton station’s studios every other 
Sunday evening to demonstrate new 
techniques and discoveries made at the 
foundation. The program is moderated 
by a local expert in the field. Interest 
of the viewing audience has continued 
high. 

KTIV Sioux City, la., to encourage 
reading for enjoyment. The program 
Book Bandwagon started in September 
1951 over radio station KcoM Sioux 
City and switched in 1954 to KTIV 
where it runs live on Sundays (2-2:30 
p-m.) nine months a year. Supported 











by the American Association of Uni- 
versity Women and the Sioux City 
Public Library, the program is mod- 
erated by Mrs. Alberta Martin. Mrs. 
Martin has developed the series 
through visiting every public school in 
the city, talking before PTA groups 
and holding countless consultations 
with librarians, teachers and leaders in 
education. The format is kept simple, 
children who qualify are interviewed 
about a book they have read. In order 
to qualify, a child must tell in 50 words 
or less which book he likes best of a 
selected list of twelve. In the 1955-56 
season 29 Sioux City schools partici- 
pated as well as 18 other schools in 
three states. Some 304 children applied 
to take part on the tv show and 260 
were used. In the five years Book 
Bandwagon has been on the air 1,392 
children have taken part. 

KTRE-TV Lufkin for the March of 
Dimes. The station conducted its first 
telethon January 14 of this year, be- 
ginning 10 p.m. Saturday and running 
through until Sunday evening at 7 p.m. 
More than $20,000 was pledged and 
paid in. The staff cooperated by work- 
ing the long, around-the-clock shift. 
More than 800 people drove to KTRE- 
TV to make their contributions and ap- 
pear on the air during the telethon. 

For Highway Safety 

KTRK-TV Houston for highway safety. 
KTRK-TV Houston received the National 
Safety Council’s public interest award 
for 1955 for the station in Texas that 
did most to promote safe driving and 
to cut down the accident toll, partic- 
ularly over the Fourth of July holiday 
last year. During the four-day period 
from Friday through Monday, the sta- 
tion carried 23 one-minute personal 
appearance films and interviews with 
such persons as Gov. Allan Shivers of 
Texas, Sen. Price Daniel, Rep. Albert 
Thomas and various other city and 
state officials. In addition, the station 
carried three full-length programs em- 
phasizing the importance of safety. 

KTTv Los Angeles to aid the fight 
against arthritis. A 17-hour telethon 
brought in telephone pledges of more 
than $135,000 for the Arthritis and 
Rheumatism Foundation of Southern 
California. Staged last February by the 
foundation and KTTYV, the telethon used 
the talents of nearly 250 personalities, 
including such top stars as Jack Benny, 


Art Linkletter, Rosalind Russell, Brod- 
erick Crawford, Jerry Lewis, Walt 
Disney, and many, many others. “In 
addition to the material aid,” said 
John Schmidt, telethon chairman, “the 
telethon brought arthritis and its prob- 
lems to the attention of millions of 
people who previously had little or no 
knowledge of the extreme prevalence 
of the disease.” 

KxJB-TV Fargo for better farming. 
Monday through Friday the 15-minute 
agricultural program Down to Earth 
is presented each week on KXJB-TV 
Fargo with the help of the faculty and 
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staff of the North Dakota Agricultural 
College of Fargo and the U. S. Exten- 
sion Service. Better farming methods 
are reported. In addition the station 
conducts an annual Farm Short 
Course, a special series of one-hour 
programs intended to help farmers im- 
prove their farms, and a similar Home- 
makers’ Short Course, explaining new 
and better housekeeping methods. 
KXLF-Tv Butte for better government. 
In addition to a full schedule of educa- 
tional and other public service pro- 
grams, KXLF-Tv recently staged a spe- 
cial program in the interest of a more 
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Public Int. 


informed use of the voting franchise. 
After the filing for elections closed in 
Montana on April 25, all candidates for 
state offices were invited to take part 
in a television broadcast on the sta- 
tion. On May 3 more than 50 candidates 
took part in the show. Each candidate 
was allowed five minutes to express 
his views on the air. The telecast intro- 
ducing the candidates into every tv 
home was particularly popular with 
viewers. 

wasc-Tv New York for the National 
Council of Churches of Christ. On 
Feb. 25 the station started showing a 
30-minute film series, The Way, on an 
exclusive basis in the New York metro- 
politan area. Produced by the Radio 
and Film Commission of the Methodist 
Church, the film is distributed by the 
Broadcasting and Film Commission of 
the National Council of Churches of 
Christ. The program is carried on 
Saturday afternoon in recognition of 
its programming value. Response has 
been so good that arrangements have 
been made to repeat the series atter the 
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first run is completed. George Rice is 
WABC-TV program director. 

wave-tv Louisville to help solve 
juvenile problems. The series, Your 
Juvenile Court, is presented in co- 
operation with the Citizens Advisory 
Committee of the court in Louisville. 
Programmed on Sundays from 1 to 
1:30 p.m., the program has featured 
such officials and civic-minded private 
citizens as the county judge, mayor, 
judge of the juvenile court, chairman 
of the Citizens Advisory Committee, the 
assistant city police chief, the chief pro- 
bation officer, University of Louisville 
sociology professors, psychiatrists, the 
head of the Catholic Boys Home, di- 
rectors of boys clubs and community 
centers, ministers, the parks superinten- 
dent, Girl Scouts’ Council president, 
school superintendents and principals 
and children’s home and _ children’s 
center officials. 

wBap-Tv Fort Worth for army enlist- 
ments. A concentrated campaign of an- 
nouncements on WBAP-Tv Fort Worth 
made a success of the U. S. Army Re- 
cruiting Service plan of a Cowtown 
Platoon which would keep recruits 
together during the training period. 
The local recruiting officer worked out 
the plan with the wBaP-Tv public serv- 
ice coordinator, Luther Adkins. Spot 
announcements with telops scheduled 
throughout each day of a 10-day pe- 
riod and a special interview with the 
recruiting officer during the Texas 
Living telecast increased applications. 
The U. S. Army Recruiting Service 
gave the station a commendation for 
its part in the campaign. 

wsaTw Florence, S. C., for the Boy 
Scouts. One of the outstanding pro- 
motions by wBTtw Florence was for the 
Boy Scout Circus which was the com- 
bined effort of over 5,000 Cubs and 
Boy Scouts within the station coverage 
area. The station scheduled a full pro- 
gram of announcements for two weeks 
prior to the circus. In addition the 
scouts were given 45 minutes of time 
on a number of local live programs. 
Three newscasts carried films showing 
the preparation for the circus. While 
scout officials felt that the circus, a 
demonstration of what scouting means, 
would be an outstanding success if 
5,000 attended, the crowd in the stadi- 
um the night of the performance was 
estimated at over 11,000. 

wcax-Tv Burlington, Vt., for better 


understanding of government. A con- 
stant source of legitimate news getting 
wide publicity in the press is the Mon- 
day (8-8:30 p.m.) panel show on 
wcax-Tv, You Can Quote Me. Pro- 
duced, planned and moderated by news 
director J. A. Sullivan, the program 
deals with such controversial subjects 
as: Connecticut Valley flood control, 
alcohol education rehabilitation, St. 
Lawrence Power for Vermont, teacher 
education, prisoner and parole prob- 
lems, highway construction, natural 
resources, grade-crossing fatalities, 
merger of labor, farmers’ union and the 
redistricting of the Vermont legisla- 
ture. Questions are placed to a na- 
tional, state or local expert on the 
problem under discussion. 


For Education 


wcss-Tv New York for education. 
Cooperating with the State Education 
Department of the University of the 
State of New York, wcss-tv presents 
weekly, Camera Three, an effort to give 
its viewers a better “understanding of 
the world in which we live through a 
searching exploration of man’s work.” 
James Macandrew, broadcasting di- 
rector of the New York City Board of 
Education, is moderator of the pro- 
gram. The series has won the Peabody 
Award as television’s outstanding edu- 
cational program series and a similar 
award from the Institute for Education 
by Radio-Television at Ohio State Uni- 
versity. 

wcHs-Tv Charleston, W. Va., for 
education. Major public interest pro- 
gram on WCHS-Tv is this telecourse 
presented in cooperation with Morris 
Harvey College. An example of the 
success of this program is the audio- 
visual education course offered last 
spring 9s a service to teachers who 
needed it as a part of their renewal 
or reinstatement-of-certificate program. 
The course was planned by Harry M. 
Brawley, director of public affairs at 
the station, with the help of Dr. Edgar 
Dale of Ohio State University and the 
guidance of a textbook on audio-visual 
education, written by him. Of the 103 
who registered, 97 completed the series 
and a number did outstanding work. 
The course was offered for three hours 
credit with the college, beginning Jan. 
29 and ending May 21. The half-hour 
telecasts were at 6 p.m. on Saturday. 
Other courses offered by the college 

















Public-Service Specialists 


George B. Storer, president of 
the Storer group of eight tele- 
vision and radio stations, is one 
of the industry’s most avid be- 
lievers in public-service pro- 
gramming. “This facet of broad- 
casting,” he says, “must be 
organized as a day-to-day operat- 
ing technique. It cannot be picked 
up one day and dropped the next. 
Full-time attention must be de- 
voted to public-service program- 
ming so that it doesn’t get lost 
in the shuffle.” 

To that end, the Storer Broad- 
casting Co. some nine months ago 
appointed a “community proj- 
ects” director at each of its sta- 
tions for the sole purpose of 
maintaining an integrated, year- 
round public-service concept 
based on specific community 
needs. 

Each Storer community-proj- 
ects director’s full-time assign- 
ment is to get together with local 
civic authorities to discuss the 
community’s most important 
problems and then coordinate 
and direct a joint television-radio 
campaign in behalf of the par- 
ticular problem to be solved. 

Mr. Storer feels that the aver- 
age program director, involved 
with regular programming and 
commercial accounts, cannot do 
full justice to the vital job of 
public-interest programming or 
bring the proper perspective and 
balance to his station’s handling 
of community problems. Hence 
the public-service “specialist” at 
each of the Storer outlets. 











and the station have been equally 
successful. 

wemB-Tv Harrisburg for religious 
education. Church School in Action is 
presented each Saturday evening on 
WwcMB-TV. It offers every denomination 
the facilities of the station to promote 
Christian leadership. The 15-minute 
program is telecast at 6:45 p.m. by the 
Fellowship of Directors of Christian 
Education in cooperation with United 
Churches of Harrisburg. It is the aim of 
the program to promote creative teach- 


ing. The plan provides a series of four 
consecutive Saturdays for each church, 
taking up all departments of the 
church school from the nursery group 
through the adults. The same teacher 
conducts each of the sessions. Actual 
church classes with six to eight pupils 
are used. Viewers are invited by the 
moderator to watch the lesson in prog- 
ress. Near the end of the program the 
audience leaves the class and the mod- 
erator closes the program with com- 
ment and suggestions for parents and 
teachers. 
For Civic Education 

wpBo-Tv Orlando for civic education. 
So popular is the wpBo-Tv program, 
Central Florida Showcase, that spon- 
sors are continually trying to get the 
station to change its no-sponsor policy 
and allow them to pick up the tab. 
Presented each Saturday at 6:30 p.m., 
the production is the cooperative effort 
of the station and three civic clubs, 
North Orlando Kiwanis, Orlando Jay- 
Cees and Orlando Optimists. A repre- 
sentative from each club is a perma- 
nent member of the three-man panel, 
serving for a six-month period. Sub- 
jects are chosen for their timeliness and 
popular appeal. Among subjects which 
have been covered are penal institu- 
tions, state government, atomic power, 
central Florida roads, moonshine, crime 
prevention, legalized gambling and the 
like. On each program an expert in 
the field is interviewed. An example of 
the timeliness of the program was the 
recent appearance of Ed Ayres, chair- 
man of the Florida Plant Board, who 
came from Miami during the recent 
medfly scourge to make his first tv 
appearance and tell of the measures 
being taken to localize and eliminate 
the medfly. 

wosu-Tv New Orleans for The Magic 
Tree. Recreating the fairy stories which 
have been loved through the ages The 
Magic Tree on wosu-Tv is one of the 
station’s most popular programs. A 
high popularity rating has been con- 
sistently earned by the production 
which the station feels helps to fulfill 
a “station’s public responsibility.” The 
station buys major space in trade mag- 
azines to tell about the program and 
announce that it “is not for sale.” 

wFBM-Tv /ndianapolis for Butler U. 
workshop on religion. This is the fourth 
year that WFBM-TV has cooperated with 
Butler U. by making its facilities and 





personnel available to the school to 
help train ministers and other church 
officials in the writing, programming, 
production and direction of religious 
television programs. As a result of this 
training, those who take the course 
are able to prepare and present pro- 
grams in the public interest not only on 
WFBM-TV but on other stations in what- 
ever community they may be located. 
Some 25 persons took the course this 
year, which included instructions in 
the use of tv cameras, boom mikes, 
duties of floor managers and directors 
as well as writing, programming and 
production. Ages of trainees varied 
from 19 to 60 years. One student was 
from Hawaii. The workshop is di- 
rected by Dr. Alfred R. Edyvean, head 
of speech, radio and drama, School of 
Religion, Butler U. William Fall, wrem- 
TV program director, and John Shaw, 
producer-director, supervised the train- 

ing at the station. 
wHas-Tvy Louisville for public 
schools. The WHAS-TV program Inside 
Our Schools, which basically is a week- 
long look at the public school system, 
(Continued on page 86) 
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Television 
Sketchbook 


(A Program Aid) 


Timely and practical 
working script for the pres- 
entation of songs im came 
tic, comic and  pictoria 

shion. : 
"or very latest song hits 
as well as the standard favor- 
ites are developed into pho- 
togenic sketches which can 
be used effectively as com- 
plete musical shows, as pro- 
duction numbers in variety 
programs or as scene-setting 

: ents. 

“There are dozens of ways 

in which you can adapt the 

BMI Sketchbook to advan- 

tage. 


A Monthly BMI TV Service 


BROADCAST MUSIC, INC. 


NEW YORK ¢ CHICAGO e HOLLYWOOD 
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made a nation-wide reputation for it- 
self and became something of a pattern 
for other cities when it was announced 
in 1951. Since then it has become an 
annual event. In October and Novem- 
ber 1955, WHAS-TV dramatized the 
strengths and weaknesses of the local 
systems by a series of remote programs 
from actual classrooms over a six-day 
period. A special 90-minute program 
demonstrated methods used in teaching 
reading in modern schools, the last 
half-hour offering viewers the oppor- 
tunity to telephone questions to repre- 
sentatives of the school systems about 


the methods employed. Two special 30- 
minute, nighttime programs allowed 
the city and county school boards to 
explain their need for additional 
school tax money. Special film was 
taken to show the hardships in the life 
of a “double-shift” teacher. Viewers 
were allowed to telephone questions to 
the superintendents of city and county 
schools to ask questions about a pro- 
posed tax increase. High school stu- 
dents were presented in a discussion of 
their schools’ condition from the 
pupil’s point of view. 

wuiz-Tv Zanesville for an improved 
water treatment and sewage system. 
Faced with a vote on two bond issues, 








watts. 


MAXIMUM POWER 


WIBW-TV is now operating on the top limits of 
power allowed by the FCC—a smashing 316,000 


MAXIMUM HEIGHT 


Already WIBW-TV’s antenna is at its limit of 
height—1010 feet above the rolling Kansas prairie. 





MAXIMUM COVERAGE 
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for WIBW-TV. 


TOPEKA, KANSAS 

Ben Ludy, Gen. Mgr. 

WIBW & WIBW-TV in Topeka 
KCKN in Kansas City 


Rep. Capper Publications, Inc. 
ces ABC 





WIBW-TV absolutely dominates 20 Kansas Coun- 
ties. We lay down a clear picture far beyond Kansas 
City and St. Joseph, Mo., 
TV homes. Check the new A.R.B. for the 
TopekAREA. See the across-the-board preference 


into a total of 556,393 
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one on a new sewage treatment plant 
and the other on expanding and im- 
proving the water system, WHIZ-TV 
acted to educate the voters as to the 
value of the $9 million project. Two 
programs were shown. The first, called 
Sewage Treatment Facts, featured an 
expert on sewage treatment who was 
questioned by a member of a citizens 
committee. Drawings ranging from the 
most simple sewage treatment to the 
very complicated plants of today were 
explained. The second program dealt 
with Water Treatment Facts through a 
demonstration by a Muskingum Col- 
lege chemistry professor who showed 
how water would be softened in the 
proposed Zanesville plant and an ex- 
pert from a soap company who demon- 
strated how much more economical it 
is to use soft water than hard. Both 
programs were produced and mod- 
erated by the WHIZ-TV news director, 
Art Schreiber. Zanesville voters over- 
whelmingly approved both bond issues. 


For the Navajos 


wisw-Tv Topeka for the Navajo In- 
dians. When a casual letter from a 
friend mentioned that “a dismal Christ- 
mas is in store for the orphans and 
children at the Good Shepherd mission 
in Arizona,” WIBW-Tv decided to do 
something about it. Special-events 
staffers Charles King and Gene Mc 
Kinney were sent to the mission at Fort 
Defiance, Ariz., and took on-the-spot 
film of actual conditions. Films were 
airmailed back to the station each night 
and to CBS Newsfilm, New York. A 
quick hard-hitting campaign was 
launched. Lasting for eight days on 
both tv and radio, the drive raised 
over $2,000, and two trucks carrying 
60,000 pounds of food, toys and cloth- 
ing were sent to the mission in time 


for the holiday. 


WIsH-Tv Indianapolis for religious 
education. Presented live for 15 min- 
utes each morning (9-9:15 a.m. Mon.- 
Fri.) Chapel Door has the biggest mail 
count of any program on WISH-Tv. An 
offer of a book mark and booklet on 
“how to read the Bible at Christmas 
time” brought in several thousand 
pieces of mail from fifty counties in 
Indiana as well as from several coun- 
ties in Illinois. The scene of the show 
varies from day to day. On Monday, 
Wednesday and Friday the day’s speak- 


(Continued on page 95) 

















TELEVISION AGE 


though most station reps are justi- 

fiably optimistic about spot ac- 
tivity, they also admit there are 
still a few areas that need “work.” 

One of them is the fall placement 
which, this year, has been much slower 
than anticipated. Where last year the 
fall campaigns were away and going 
by the third week of August, autumn 
action this season is not expected to be 
in full swing until the end of Sep- 
tember. 

As reasons for this delay, some reps 
point to the political conventions and 
the subsequent campaigns, the changes 
in network programming and even 
daylight-saving time. These causes, it 
is asserted, froze activity all the way 
down the line—agency, rep, station— 
because they caused uncertainties 
about availabilities and adjacencies. 

Some reps further suggest that fall’s 
slow start is due both to higher rates 
and more new stations. These develop- 
ments tend to spread available adver- 
tising money so thin that advertisers 
are thereby condensing their schedules 

-39 week campaigns, for instance, are 
being turned into 30-week efforts. 

This shortening process, ironically, 
is aided by tv’s tremendous impact, 
which enables an advertiser to 
longer mileage from a shorter run. 

Whatever the reasons, the results 
have been clear and painful to spot 
sellers. And the problem of smoothing 


get 


the transition, come 1957, is one of 
the most formidable challenges facing 
stations and reps. Indeed, some are 
already planning their next year’s sales 
approaches now. 

“What's happened to spot this year,” 
says one of the leading representatives. 
‘is that business has increased at the 
heights of the peak and decreased at 


Sept. 10, 1956 


a four-week 
review of 
current activity 
in national 
spot tv 


the depths of the valley. We feel that 
all of us, particularly advertisers, 
would be better off on a_ plateau. 
Therefore we're already beginning our 
thinking about how we can attack in 
the valley.” 


ALBERS MILLING CO., 


division of Carnation Co. 
(Erwin, Wasey & Co., Ltd., L. A.) 
For Albers CORNFLAKES the company 


is using a five-week campaign of 
minute participations in kid shows. The 
markets carrying are: Bellingham, Chico, 
Eugene, Eureka, Idaho Falls, Medford, 
Phoenix, Tucson and Yuma. Muriel 
Bullis is the timebuyer. 


AMERICAN CHICLE CO. 
( Dancer-Fitzgerald-Sample, Inc., 

SO 
For DENTYNE CHEWING GUM the 
company is going into selected markets 
with schedules of nighttime minutes 


to run until the end of the year. Frank 
Howlett is the timebuyer. 


AMERICAN SUGAR REFINING 
co. 

(Ted Bates & Co., Inc., N. Y.) 

For DOMINO SUGAR the company bought 
13 weeks of day and night schedules in 

a few markets. Possibility of more to 
come. William Warner is the timebuyer. 





Seymour “Sy” Goldis, timebuyer at 
McCann-Erickson readying Chester- 
field plans 





REPORT 


ANAHIST CO., INC. 
(Ted Bates & Co., Inc., N. Y.\ 


The giant spot campaign which will hit 
some 130 markets is to start Sept 16. 
The schedule will run for 26 weeks and 
will consist mostly of nighttime minutes 
Chester Slaybaugh is the timebuyer. 


THE B.V.D. CO. 
(Al Paul Lefton Co., Inc., N. Y.) 


This firm will start the third phase of 

its tv spot campaign (see July Spot Report) 
in mid-Sept. for 13 weeks in Baltimore, 
Philadelphia, Los Angeles and Springfield 
Holyoke. It will also continue its animated 
minutes around baseball games in New 
York. Bradley Coley is the timebuyer. 


B. T. BABBITT, INC. 

(Harry B. Cohen Advertising Co., Inc., 
eS 

A two-month campaign of day and night 

minutes and 20’s for GLIM will start Sept. 

10 in the following markets: New York, 

Philadelphia, Washington, Wilmington, 

Albany, Los Angeles and San Diego. Art 

Harrison is the timebuyer. 


GEORGE W. BORG CORP. 
(Douglas D. Simon Advertising, Inc., 
N. Y.) 


On Sept. 9 Borg Fabrics Division made its 
bow in tv spot. In approximately 30 top 
markets it ran one-day-only saturation 
schedules of from three to 10 20-second 
spots, placed mostly in daytimes. Charlotte 
Mandel is the timebuyer. 


BON AMI CO., subsidiary of 
United Dye & Chemical Corp. 
(Ruthrauff & Ryan, Inc., N. Y.) 
There will be two phases of the upcoming 
campaign plugging JET BON AMI. 
One is a six-week schedule of from 10 to 
12 daytime minutes and 20's per week, to 
get underway around the end of September 
in a list of major markets. The other 
will be a one-day saturation “Sellethon™ 
using any acceptable times available, to 
be placed in a large number of markets, 
probably at the end of September. 
Vince De Luca is the timebuyer. 


JOHN H. BRECK, INC. 
(H. B. Humphrey, Alley & Richards, 
Inc., N. Y.) 


3reck participates in ABC-TV's Film 
(Continued on page 89) 
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WCAU means 


PHILADELPHIA 


showmanship 
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Some people will always have a warm spot in their 
hearts for the circus. Like us at WCAU-TV... 

we started our own and called it “Big Top.”’ Today you 
know it as the “Sealtest Big Top,” a network 

show of 84 stations with a weekly audience of about 
10,500,000. That kind of success story can be 

yours at the local level. Because the same WCAU-TV 
programming talent that created “Big Top” 

and made it one of the highest rated network daytime 
shows is yours to command, too. So when you 


think of showmanship, think of WCAU. 


WCAU, WCAU-TYV The Philadelphia Bulletin Radio 
and TV stations. Represented nationally by CBS Spot Sales. 
By far Philadelphia’s most popular stations. Ask ARB. 

Ask Pulse. Ask Philadelphians. 




















Spot (Continued from page 87) 


Festival and NBC-TV’s Matinee Theatre 
but is considering augmenting this activity 
with spot tv schedules in other markets. 
Elaine Akst is the timebuyer. 


E. L. BRUCE CO. 

(Christiansen Advertising Agency. 
Inc., Chicago) 

BRUCE CLEANER will get underway 

Oct. 1 with a 13-week campaign of daytime 

announcements in midwestern markets. 

Martin Fritz, media director, is the 

timebuyer. 


CHATTANOOGA MEDICINE 

co. 

(Noble-Dury & Associates, Inc., Nash- 
ville) 

\ spot test for SOLTICE is in the works. 

It is being placed in some 12 or 13 

southeastern markets for 20 weeks, using 

minutes and ID’s. Mrs. Jane Dowden, 

media director, is the timebuyer. 


DRACKETT CO. 

(Young & Rubicam, Inc., N. Y.) 

The makers of DRANO and WINDEX 

will come through with a 39-week spot 
campaign beginning Oct. 3. Mostly daytime 
minutes, 20’s and ID’s will be used, with 
Wednesday, Thursday and Friday times 
preferred. The 25 markets to be bought are: 
Baltimore, Boston, Buffalo, New York, 
Philadelphia, Pittsburgh, Washington, 
Atlanta, Dallas-Ft. Worth, Houston- 
Galveston, New Orleans, Chicago, 
Cincinnati, Cleveland, Columbus, Detroit. 
Indianapolis, Kansas City, Minneapolis-St. 
Paul, Milwaukee, St. Louis, Los Angeles, 
Portland, Ore., San Francisco and 
Seattle-Tacoma. William Dollard, assisted 
by Marie Fitzpatrick, is the timebuyer. 


ESSO STANDARD OIL CO. 
(McCann-Erickson, Inc., N. Y.) 
The company is expanding its spot tv 
activity in two directions. The first is 
in taking on the Official Films’ Four Star 
Playhouse series, which Esso is renaming 
Golden Playhouse and for an October 
start is placing it in both “network and 
fringe network” times in 49 major 
markets in the company’s eastern and 
southern marketing areas. (See “Report 
on Your Esso Reporter,” March 1956.) 
The second expansion is in extending by 
five the market list of 27 already carrying 
Your Esso Reporter. The new markets 
are: Durham, Greensboro, Albany-Troy- 
Schenectady, Rochester, N. Y. and 
Johnstown. Henry Cleef is the timebuyer 


FALSTAFF BREWING CO. 
(Dancer-Fitzgerald-Sample, Inc., 

A. 2.) 
This beer company is now placing the 
Screens Gems’ half-hour film series, Celebrity 
Playhouse, for the fourth quarter. It will, 
as usual, also be buying announcements 
and sponsoring special events shows in 
many markets. Sal Agovino is the timebuyer. 


J. A. FOLGER & CO. 
(Cunningham & Walsh, Inc., N. Y.) 


FOLGER COFFEE will get its spot move 
underway in September in midwest markets 
using 20’s and ID’s. Manuel Klein is 

the timebuyer. 


GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, Inc., N. Y .) 


There is a campaign underway for 
CHEERIOS in a limited number of 
markets. William Santoni is the timebuyer. 





Joan Stark, Grey Advertising time- 
buyer, handling the Lionel Toy Corp. 
campaign. 


GENERAL PETROLEUM 
CORP., subsidiary of Socony 
Mobil Oil Co. 


(Stromberger, La Vene, McKenzie, 
L. A.) 


On Sept. 22 a three-week campaign of 
minutes and 20’s will hit the following 

west coast markets: Bakersfield, Bellingham. 
Boise, Chico, Eugene, Eureka, Fresno, 

Las Vegas, Medford, Phoenix, Portland, 
Reno, Sacramento, Salinas, Salt Lake 

City, San Diego, Santa Barbara, Seattle. 
Spokane, Tucson, Yakima and Yuma. 
George Anthony, media director, is the 
contact. 


GLAMORENE. INC. 

(Product Services, Inc.. N. Y.) 

\s suggested in the July Spot Report. 
this company is going all out with a 
13-week campaign starting Sept. 15. The 
company announces it will spend around 
$37,500 per week for its tv effort, 
utilizing an average of 40 announcements 
minutes—per week bought around the 
clock wherever it can find a good buy. 
Julia T. Lucas is the timebuyer. 
GROVE LABORATORIES, INC. 
(Benton & Bowles, Inc., N. Y.) 

A good-sized campaign for BROMO 
OUININE is being set up to begin Oct. 
29. It will run for 29 weeks and consist of 
minutes and 20’s in fringe times. Helen 
Kowalsky is the timebuyer. 


GROVE LABORATORIES, INC. 


(Dowd, Redfield & Johnstone, Inc., 
iM. %.) 


The ty-spot phase of the $2-million 
advertising campaign for CITROID 
COMPOUND, a cold medication, will be 
launched on varying starting dates from 
mid-October to mid-November. Placements 
will be made in about 35 markets, using 
mostly filmed night minutes only and 
running from 13 to 18 weeks. Betty Nasse 
is the timebuyer. 

HEUBLEIN, INC. 

(Bryan Houston, Inc., N. Y.) 

The Food Division of this company is 
running schedules of daytime minutes in 
eight New England markets beginning 
in October. The length of the campaign 
varies from 16 to 20 weeks. Rene Ponik 
is the timebuyer. 
INTERNATIONAL CELLUCOT- 
TON PRODUCTS CO. 

(Foote, Cone & Belding, Chicago) 
For KLEENEX TABLE NAPKINS there 


is activity on a national scale. The plan 
is to buy heavy, night and day 20's, 


for five weeks, then to cut down and run 
reduced schedules for the rest of the 
year. Gwen Dargle is the timebuyer. 


ITALIAN SWISS COLONY WINES 
(Honig-Cooper Co., San Francisco) 
The company is undertaking a spot 
effort of both programs and announcements 
in over a score of markets throughout 

the country. John W. Davis, media 
director, is the timebuyer. 


JAMES INDUSTRIES 

(Lewis & Gilman, Inc., Philadelphia 
4 SLINKY TOY campaign begins in 
September and will run for 13 weeks. 
Minutes and 20's around kid shows ar 
being placed in major markets. Peter 
Kondras, media director, is the timebuyer. 


WALTER H. JOHNSON 
CANDY CO. 

(Hicks & Greist Co., Inc., N. Y.) 
Starting Sept. 15 the maker of 
POWERHOUSE CANDY is running 26 
weeks of minutes and 20's in Los Angele 
and Indianapolis. More markets are 
expected to be added at a later date. 
Vince Daraio is the timebuyer. 


LESLIE SALT CO. 
(Honig-Cooper Co., San Francisco) 


\ campaign of nighttime ID’s to run for 
13 weeks is just about getting started 

in Fresno, Los Angeles, Phoenix, Portland, 
Sacramento, San Diego, San Francisco, 
Seattle and Spokane. John W. Davis, media 
director, is the timebuyer. 


LIGGETT & MYERS 
TOBACCO CO., INC. 
(McCann-Erickson, Inc., N. Y.) 


There have been some alterations of the 
schedules since the agency took over the 
CHESTERFIELD account, but at this 
time McCann’s activity is confined mainly 
to market and cost research. Probably 

the spot effort will not get underway 
before the first of the year. Seymour “Sy” 
Goldis is the timebuyer. 


LIONEL TOY CORP. 
(Grey Advertising Agency, Inc., N. Y.) 
Starting around Thanksgiving this toy 
firm will run a four-week campaign in 

81 markets. Late afternoon, early and late 


evening minutes and 20’s will be used. The 


frequencies will be graduated from 
minimums of from 35 in smaller markets 
to 55 or 60 in larger areas. Joan Stark 
is the timebuyer. 


LITTLE CROW MILLING CO. 
(Rogers & Smith, Chicago) 

For COCO-WHEATS the company is in 
the process of buying schedules of minutes 
and 20’s around kid shows. An average 
frequency of five spots will run from 13 

to 16 weeks in scattered markets around 
the country. Ray H. Reynolds, executive 

v. p., is the contact. 


MARS, INC. 
(Leo Burnett Co., Inc., Chicago) 
In addition to its co-sponsorship with 
Brown Shoe (see July Spot Report) of 
Baffalo Bill Jr. in 52 markets, this candy 
company is placing a five-to-eight-week 
announcement campaign in from 30 to 40 
(Continued on page 92) 
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From WIVN Columbus, come the 
FIRST AVAILABLE RATINGS 
ON WARNER BROS. PICTURES! 





MONDAY NIGHT AUDIENCE CLIMBS FROM - FRIDAY NIGHT Aup!! 


6. 2 - tO 2 @ B Tit PETRIFIED FOREST’ co 8 oe i $ 


‘Bought by Leading Sponsors! 


AJAX-HELENE CURTIS: REVLON 
ARRID - VASELINE 
PROCTER AND GAMBLE 
LANVIN- BAVARIAN BREWING! 








| 
For complete details call. 


155.3 wupience rise 


ON MON.-FRI. EARLY HOME SHOW 
(9:30-11:00 P. M.—AUGUST ARB) 











# > 
a 


AUDIENCE CLIMBS FROM SATURDAY NIGHT AUDIENCE CLIMBS FROM 


$.4 WIT THE RED HAR 6.7 2 ~ 12.6 IN THE NORTH ATLANTIC 
ND THIS SUCCESS STORY CAN BE YOURS! 


| One look at these first available ratings is And these are only the first reports! Just 
| all the proof you need that Warner Bros. wait till the ratings get rolling..up..up..Up ! 
l pictures out-rate all competition! On second thought— don’t wait! Act now and 

get the big sponsors and the big audiences. 


| S 
| 3 
s call ae e Associated Artists Productions, Inc. 
ry és e 345 Madison Avenue - New York 17,N. Y. 
e 
* 













© telephone: MUrray Hill 6-2323 





Spot (Continued from page 89) 


markets. It is buying in and around kit 
shows and using four to five live and 
film announcements per week. Helen 
Stanley is the timebuyer. 


THE MARYLAND PHARMA- 
CEUTICAL CO. 
(The Joseph Katz Co., Baltimore) 


Radio gets the bigger share of the 
broadcast budget for REM and REL. Tv 
spot activity will be confined to six to 

10 markets, with four of these, however, 
getting fairly heavy activity. Oct. 22 is 

the starting date for a 22-week campaign. 
Jean Mitchell is the timebuyer. 


MAYTAG CO. 


(Leo Burnett Co., Inc., Chicago) 
This time it looks as if Maytag will get 
going with spot schedules to supplement 
its network activity. The company is 
looking for daytime minutes and will also 
take good night spots. Carl Gylfe is the 
timebuyer. 


MONARCH WINE CO. 
(Emil Mogul Co., Inc., N. Y.) 


More on the big spot campaign for 
Manischewitz Wine as mentioned in the 
July Spot Report: Starting date is Oct. 
1 and will run in most markets for 26 
weeks. Interested mainly in nighttime 
60’s and 20's. Elaine Schachne Whalen is 
the timebuyer. 


PHILIP MORRIS, INC. 
(Benton & Bowles, Inc., N. Y.) 


4 campaign for PARLIAMENT 
CIGARETTES is starting on the west 
coast Sept. 16 and will run for nine week- 
in Los Angeles, San Francisco, Seattle, 
Portland, San Diego and Denver. These 
are Class AA 20’s and some are new 
buys while the rest are the company’s 
franchise times. More activity is expected. 
Frank Carvell is the timebuyer. 


MORTON PACKING CO. 
(Ted Bates & Co., Inc., N. Y.) 


The schedules of day and night minutes 





South Arkansas’ only tv station 
serving a market of over a 


quarter-million people. 


Represented by 
John E. Pearson Co. 


re 
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eS 
Frank Carvell, timebuyer at Benton & 


Bowles, is busy placing for Parliament 
Cigarettes. 


promoting the company’s POT PIES 
have been extended to more markets 
than reported in the August Spot Report. 
The total now carrying the campaign 
which is set to run until the end of the 
year is 90. William Warner is the 
timebuyer. 


Cc. F. MUELLER & CO. 
(Scheideler & Beck, Inc., N. Y.) 


The tv part of a large-scale advertising 
campaign gets going Oct. 1 and is set 
to run for 39 weeks. Mueller bought 
Ziv’s Dr. Christian on WABC-TV, WPIX 
New York, WRCV-TV Philadelphia and 
WNAC-TV Boston; CBS Television 
Film Sales’ Gene Autry in Springfield, 
Mass. and MCA-TV’s Dr. Hudson’s 
Secret Journal in Steubenville. The 
company is running daytime minute 
participations on WNHC-TV New 
Haven and WJAR-TV Providence, and 
minute participations in The Ruth Lyons 
Show on the Crosley stations in 
Cincinnati, Columbus and Dayton. Sally 
Reynolds is the timebuyer. 


NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N. Y.) 


There’s been a change in plans and so 
the company will not be adding markets 
to its list carrying the film series, Sky 
King, until at least the first of next year. 
Paul Clark is the timebuyer. 


NATIONAL CARBON CO.., 
division of Union Carbide and 
Carbon Corp. 


(William Esty Co., Inc., N. Y.) 


The chief broadcast efforts for both 
PRESTONE and EVEREADY BATTERIES 
and FLASHLIGHTS will be in network 
tv and spot radio. Tv spot will be used as 
a supplement. For PRESTONE, tv-spot 
placements will be made on the basis 

of markets carrying either ABC-TV’. 
Omnibus, on which Union Carbide is a 
one-fourth sponsor and which it is turning 
over to the National Carbon division for 
five weeks beginning Oct. 7, or the 
Monday and Thursday segments of 
NBC-TV’s News Caravan, which will 
have PRESTONE commercials from Oct. 1 
through Oct. 25. Buys of nighttime 
minutes and 20’s for around five weeks 
might be made in markets carrying one of 
these network shows but not both. The 
EVEREADY spot-ty activity, supplementing 
a heavy radio effort, will get underway 
Sept. 17 or 24 for eight weeks, using 





night minutes and 20's. Robert Krisso 
is the timebuyer. 


NATIONAL PRESTO 
INDUSTRIES, INC. 


(Arthur Grossman Advertising, Inc., 


Chicago) 
Schedules have started for the PRESTO 
COOKER. The pattern is to buy 10 to 
12 daytime announcements per week for 13 
weeks. The campaign began first in the 
south and east and it will extend to the 


rest of the country. Buying is done in the 


local markets by an agency representative 
working with a company man. 


THE NESTLE CoO., INC. 
(Bryan Houston, Inc., N. Y.) 

A campaign for NESCAFE is coming 
in a number of northeastern markets and 


will consist of day and night minutes 
and 20’s. Frances John is the timebuyer. 


OMAR, INC. 


(Fitzmorris Advertising, Inc., 
Chicago) 

In its midwestern markets this baking 

company is currently buying heavy 

schedules of the best night spots available. 

Katherine J. Troccko is the timebuyer. 


PETER PAUL, INC. 


(Dancer-Fitzgerald-Sample, Inc.. 
N.Y.) 
The candy company has set the second 
week of October as its starting date for 
a spot effort in many markets throughout 
the country. It is looking for placements 
of minutes and 20’s, mostly at night, 
but will also consider times around 
children’s shows. Frank Howlett is the 
timebuyer. : 


PLYMOUTH MOTOR DIVI- 
SION OF CHRYSLER CORP. 
(N. W. Ayer & Son, Inc., N. Y.) 
The PLYMOUTH spot activity will start 
around Nov: 1 and will run for seven 
weeks or less, depending on budget. The 
company is looking for nighttime 20’s and 
some minutes. Helen Hartwig is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 
An IVORY FLAKES buy has been 
made in selected markets. The schedules 
will run for 52 weeks and are nighttime 
20’s. Frank Sweeney is the timebuyer. 


SHELL OIL Co. 
(J. Walter Thompson Co., N. Y.) 


A series of month-long schedules has 
already started for SUPER SHELL in 
“Houston, New Orleans, New York, New 








ATLANTIC TELEVISION 
proudly presents 
THE CHAMPION PACKAGE 


Send for particulars today from: 
ATLANTIC TELEVISION CORP. 











130 West 46th Street, N. Y. C. 

















England, upper New York State and areas 
in the south. They will then run in other 
sections of the country. The pattern of 

this campaign is to open the first six days 
with ID’s only, then for the remainder 

of the month, minutes and 20's. Joe Barker 
is the timebuyer. 


SUNSHINE BISCUIT. INC. 
(Cunningham & Walsh, Inc., N. Y.) 


Sept. 17 is the starting date for the 
Sunshine spot campaign that is being 

run in some 50 markets and will go for 
13 weeks or longer. Minutes and 20's will 
be used and placed in and around both 
kid and adult shows, with, however, the 
preference on the latter. Joe Gavin is 
the timebuyer. 


TIME, INC. 

(Young & Rubicam, Inc., N. Y.) 
LIFE MAGAZINE is again getting started 
on a series of three one-week campaigns 

of ID’s, 20’s and minutes placed both night 
and day. For the week of Sept. 10 the 
schedules are in Albany-Troy, Schenectady, 
Boston, Greensboro, Miami, Orlando, 
Providence, Syracuse, Utica and Winston- 
Salem. For the week of Sept. 17 the 
markets are: Birmingham, Chattanooga, 
Cincinnati, Cleveland, Columbus, Detroit, 
Erie, Evansville, Grand Rapids, Knoxville, 
Louisiana, Nashville, South Bend, Toledo 
and Youngstown. Markets for the week 

of Sept. 24 are: Dallas-Ft. Worth, Duluth, 
Kansas City, Milwaukee, Minneapolis-St. 
Paul, New Orleans, Oklahoma City, St. 
Louis, Shreveport and Wichita. William 
Walker is the timebuyer. 


THE TONI CO. 

(North Advertising, Chicago) 

For CHARM CURL the company is making 
buys for an extensive test, using night and 


day minutes and 20’s. Plans to extend are 
expected. Armella Selsor is the timebuyer. 


TOY GUIDANCE COUNCIL 
(Friend-Reiss Advertising, N. Y.) 


As reported in July Spot Report the Toy 
Council is going ahead with placements 
of its 15-minute film show. Eleven 
episodes of the film starring ventriloquist 
Jimmy Nelson will be ready to go on 
the air between Nov. 1 and Dec. 18 and 
will be spotted in and next to kid shows, 
after 4 p. m. on weekdays and any time 
on Saturday and Sunday. The attempt 
will be to reach school kids in as many 
as 100 markets around the country. In 
some markets the films will be repeated. 
Ed Ratner is the timebuyer. 


UNITED FRUIT CO. 


(Batten, Barton, Durstine & Osborn. 
Inc., N. Y.) 


The spot-tv part of United Fruit’s campaign 
featuring Chiquita Banana will get going 
Nov. 11 in New York, Chicago, Philadelphia. 
Boston, Baltimore, Detroit, Los Angeles 
and San Francisco. Schedules will consist 
of night and day 20’s and ID’s. They 

will go into 1957, running for a total of 
39 weeks during the year, though probably 
not continuously. Fred Stoutland, assisted 

by Millie Padova, is the timebuyer. 


WANDER CO. 
(Tatham-Laird, Inc., Chicago) 


The makers of OVALTINE will be placing 
their film series, Captain Midnight, on a 


spot basis, probably in some 70 markets. 
Preferred time is Saturday morning, but 
they will consider early-evening slots, as 
long as it is Class C time. Don Grasse 

is the timebuyer 


WARD BAKING CO. 
(J. Walter Thompson Co., N. Y.) 


Ward is using schedules of minutes and 
20’s in most of the markets where it 
formerly carried weather shows. Some of 
the schedules start Sept. 10 and some on 
Sept. 24 and will run for six to 13 weeks. 
Mario Kircher is the timebuyer. 


WHITE KING SOAP CO. 
(Erwin, Wasey & Co., Ltd., Los 
Angeles) 


The company bought the NTA half-hour 
film series, Sheriff of Cochise, and is looking 
for placements in the following 24 markets 
to get started the week of October 21: 


MRS. ELAINE L. WHALEN (un- 
til June the former Elaine Schachne) 
has been promoted from timebuyer to 
chief timebuyer at Emil Mogul Co.. 
New York. Mrs. Whalen joined the 
agency as timebuyer in 1953 after 
two years with Cunningham & Walsh 
as assistant timebuyer and a year with 








the Biow Co. as a radio-tv researcher. 
Among Mogul’s timebuying accounts 
are Manischewitz Wine and Gold 
Ribbon Wine, Block Drug Co., Na- 
tional Shoes, Esquire Shoe Polish, 
Rayco Seat Covers, Revlon Products 
(Aquamarine Shampoo, Silken. Net) 
and Ronzoni Spaghetti and Maca- 
roni. 


CHARLES HELFRICH, timebuyer 
at Cunningham & Walsh, Inc., New 
York, has been named chief timebuyer 
at Erwin, Wasey & Co., Inc., Los 
Angeles. This west-coast office buys for 
White King Soap, Carnation Milk and 
Chicken of the Sea Tuna (Van Camp 
Sea Food Co.) 


HELLA TEIG and JOYCE 
PETERS have been promoted from 
estimators to timebuyers at Emil Mo- 
gul Co., Inc., New York. Miss Peters 
has been an estimator since joining 


Johnstone, Inc., New 


(Albuquerque, Amarillo, Bakersfield, Bois 
Cheyenne, Colorado Springs, Denver, 

El] Paso, Eugene, Fresno, Grand Junction 
Idaho Falls, Los Angeles, Medford, 
Phoenix, Portland, Pueblo, Sacramento, 
Salt Lake City, San Francisco, Seattle 
Tacoma, Spokane, Tucson and Yakima. 
Muriel Bullis is the timebuyer. 


STEPHEN F. WHITMAN 

& SON, INC. 

(N. W. Ayer & Son, Inc., N. Y.) 
More on this candy company’s pre 
Christmas promotion as mentioned in 
August Spot Report: It will get moving 
Sept. 25 on 58 stations and run for 13 
weeks, using nighttime ID’s only. 
Jeanne Nolan is the timebuyer. 


WISE POTATO CHIP CO. 

(The Lynn Organization, Wilkes-Barre ) 
Wise is now running a 13-week campaign 

in a numer of its eastern markets. 
William P. McLaughlin, media director, 

is the timebuyer. 


Personals 


the agency in January 1955. She will 
buy for Ronzoni and National Shoes. 
Miss Teig joined Mogul’s radio-tv de- 
partment in April 1954. She will buy 
for Esquire Shoe polish. 


ETHEL WIEDER is once again 
back on the timebuying scene after 
taking an extended vacation when the 
Biow Co. closed its doors June 30. 
Miss Wieder is with Compton Adver 
tising Inc., New York, as reported 
earlier (Tv AcE, June 1956). Among 
other accounts, she is timebuying for 
Procter & Gamble’s Gleem. Assisting 
her is Keith Leatherman. While at 
Biow, Miss Wieder was timebuyer on 
P&G’s Spic & Span. 


DORIS GOULD, formerly time 
buyer at Moselle & Eisen, New York. 
is now with C. J. LaRoche & Co., in 
a similar capacity. At present, she is 
buying for Necco Candy, Norelco 





Electric Shavers and Revlon Products 
(Aquamarine Lotion and Deodorants 
and beauty-treatment products). 


JEAN GILBON is leaving her 
timebuying post at Dowd, Redfield & 
York, where 
she worked on Grove Laboratories and 
Flavor Straws. 
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YOU MIGHT GET A 63-LB. LAKE TROUT*— 


BUT ... YOU NEED WKZO-TV 
TO LAND SALES IN 
WESTERN MICHIGAN! 


March, 1956 ARB figures (left) show that 
WKZO.-TV is the favorite television station in 
Battle Creek and Muskegon, as well as in Kala- 


AMERICAN RESEARCH BUREAU 
MARCH, 1956 REPORT 
GRAND RAPIDS-KALAMAZOO 


























mazoo and Grand Rapids! It’s the favorite by 
“aa a + neg Parag better than 2-to-1 for the week as a whole—by 
aR ee wolbnn aol 2 better than 6-to-1 at night! 
“> thru Fri ; WKZO-TV Station B WKZO-TV is the official Basic CBS Television 
aoe ion a A a = - Outlet for Kalamazoo-Grand Rapids and Greater 
ee Western Michigan. Channel 3—100,000 watts. 
10:00 a.m. to 11:00 p.m. 72 32 Serves one of America’s top-20 TV markets 
599,060 television families in 29 Western Michi- 
NOTE: Survey based on sampling in the following propor- gan and Northern Indiana counties! 
tions—Grand Rapids (44.7%), Kalamazoo (19.7%), Battle THE MARCH ARB REPORT CREDITS WKZO-TV 
Creek (18.2%), Muskegon-Muskegon Heights (17.4%) WITH ALL 20 OF THE “TOP 20” PROGRAMS! 


She Betyer Hations 


WKZO.TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 


100,000 WATTS e CHANNEL 3 e 1000’ TOWER 
pn ee GRAND RAPIDS-KALAMAZOO 


sa ~=WKZO-TV 


Kalamazoo-Grand Rapios 
wee sit FECaN, ALO and Greater Western Michigan 





Avery-Knodel, Inc., Exclusive National Representatives 


*Hubert Hammers caught one this size in Lake Superior in May, 1952. 
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Public Int. (Continued from 86) 


er delivers a sermonette from a chapel 
setting, on Tuesday a minister speaks 
from his study and on Thursday the 
program consists of religious music. 
The program is under the direction of 
Dr. Alfred R. Edyvean, chairman of 
the television committee of the In- 
dianapolis Church Federation, a group 
which represents all faiths. Each 
temple, parish or congregation is given 
the religious program for one week at 
a time. Continuity is maintained 
through the presence of Rev. Russell 
F. Blowers, an Indianapolis minister, 
who appears in varying capacities in 
nearly every show. During special sea- 
sons, such as Christmas and Easter, the 
program is expanded to a half hour. 
C. Bruce McConnell, president of the 
station says: “As long as we are on the 
air, there will always be outstanding 
religious public service programming 
on WISH-TV.” 


For Three R’s 


wisn-TvV Milwaukee for Operation 
Three R’s. Because Wisconsin had the 
highest incidence of polio of any state 
in 1955, grade schools were closed in 
Milwaukee. wIsNn-Tv threw its commer- 
cial schedule out the window and 
offered three hours of choice time to 
the superintendents of the public, Cath- 
olic and Lutheran schools to take 
classrooms to the pupils—via tv. Within 
two and a half weeks after the inaugura- 
tion of Operation Three R’s, the sta- 
tion had telecast from its studios a 
total of 23 hours of classroom pro- 
gramming in the fields of arts and 
crafts, science, home economics, indus- 
trial arts, social studies and religion, 
games and music. While the station 
worked behind the scenes, teachers con- 
ducted the programs on the air. Pro- 
grams were telecast mornings and 
afternoons, Monday through Friday, 
at times selected by the school author- 
ities as most effective for viewing by 
children. Not only was the series effec- 
tive from an educational point of view, 
but it helped to impress the public 
with the seriousness of the polio epi- 
demic. Out of the series came better 
educator-commercial tv cooperation in 
Milwaukee. 

witv Miami for the Air Force Re- 
serve. In connection with Air Force 
Week witv telecast a half-hour Air 


Force film, followed by a panel discus- 
sion of the Air Force Reserve. Six 
panelists, all connected with the re- 
serve, discussed the importance of 
the organization, bringing out facts 
about the service, its retirement bene- 
fits and similar As a 
result of the program, the reserve 
received several dozen inquiries from 
people interested in becoming members. 

WKNB-TV Hartford to aid flood vic- 
tims. The disastrous floods in August 
1955 left much of the WKNB-TV market 
area in need of funds. Executives of 
WKNB-TV decided that a telethon was 
the best way to raise money in a 
hurry. Most telethons are the result of 
long and careful planning, but this 
time it was felt that more money would 
be collected if the drive were held at 
once. Every employe of the station 
pitched in and two days after the plan 
was decided upon the telethon went on 
the air. Started in WKNB-Tv’s huge 
Studio One, the program brought to- 
gether one of the largest groups of 
headline stars ever to appear on one 
program. John Reed King was master 
of ceremonies, relieved now and then 
by Monty Hall of the Canadian Broad- 
casting Co. and Bert Parks. Eighty acts 
were presented, including Lauritz Mel- 
chior and the cast of Arabian Nights 
(all of whom were flown to the station 
in Arthur Godfrey’s private plane, 
loaned for the occasion) , Eddie Fisher, 
Ed Begley, Archie Bleyer, Jan Bleyer 
of the Chordettes, Jim Lewis of the 


Mariners, Norman Brooks and literally 


information. 


scores of others. When pledges were 
tallied it was found that more than 
13,000 individuals had given money— 
more than $200,000. Five civic clubs of 
the area furnished a joint committee 
to administer the fund, a job which 
they did with such success that the 
state’s Gov. Ribicoff turned over an 
additional $58,000 for disbursement 
along with the money raised by the 
telethon. 


wky-tv Oklahoma City warning of 
tornado. “The good Lord bless Wally 
Kinnan (WKy-Tv weather forecaster) . 
He told us it was coming.” These were 
the words of one of the victims of 
Oklahoma’s first serious tornado of 
the 1956 season after the warning she 
had heard over WKY-TV allowed her and 
her family to seek refuge before the 
storm hit. Log of the day’s activities at 
WKY-TV shows that the station bulle- 


tined the storm’s progress every few 
minutes from the time it threatened 
until all danger was past. Even so, the 
storm was a serious one: Five were 
killed, 20 injured and property damage 
was estimated at half a million dollars, 

wLos-tv Asheville for March o} 
Dimes. Cooperating with the national 
drive, WLOs-Tv scheduled 62 announce- 
ments for the infantile paralysis cam- 
paigns. Some 36 were live with voice 
over slide and 26 were sound-on-film 
trailers. Four 3-minute, 50-second films 
were used as fill-ins. 

wiva-Tv Lynchburg for safety. A 
series of 30-minute live and film pro- 
grams on WLVA-TV were credited with 
doing a great deal toward making the 
Virginia public safety-conscious. The 
format was comparatively simple. In 
each a short safety film was shown, 
followed by a discussion of the film 
by a selected panel. The films were 
presented on Saturday mornings. A 
second series of safety programs con- 
sisted of straight panel discussions on 
safety topics. Panel guests were se- 
lected from local service clubs and 
organizations. The station was awarded 
the 1955 National Safety Council Pub- 
lic Interest award for Virginia and the 
Virginia Rural Safety Council Safety 
Award for its efforts. 


For Teenagers 


wLw-a Atlanta for better understand- 
ing of teenagers. The 30-minute weekly 
panel show, Junior Court of Honor, is 
intended to turn “public attention away 
from juvenile delinquency and toward 
the great majority of responsible teen- 
agers who live every day as a credit to 
Miss 
Lillian Lee, an Atlanta teacher, is mod- 


their family and community.” 


erator and producer for the program, 
which features informal discussions by 
teenagers of problems like, “How can 
that I am 
“Choosing one’s mate.” Boys and girls 


I prove mature?” and 
in the teen group are eligible for nomi- 
nation as Top Teens by any teenager 
group or club. Reasons for the nomina- 
tion and letters of recommendation 
from three adults are required. From 
this group the panelists for the program 
are chosen. Miss Lee won McCall’s 1955 
Gold Mike award for her work with 
Junior Court of Honor. 

wLw-D Dayton for religious educa- 
tion. Based on a test plan conceived by 


(Continued on page 96) 
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Public Int. (Continued from 95) 


the National Council of Churches Bless 
this House each Sunday on WLW-D 
(2:30-3 p.m.) presents a brief dramatic 
skit which is followed by a panel dis- 
cussion. The panel is made up of four 
lay people and led by a permanent 
moderator. Subjects presented deal 
with problems of family life. During 
the first year organized discussion 
groups were set up throughout the com- 
munity, a plan which further stimu- 
lated interest in the program. Public 
reaction has been good throughout the 
Dayton area. Success of the show has 
led to its being duplicated in other 
cities including Minneapolis and Kan- 
sas City. The program received a na- 
tional citation “for service in religion 
and education” from the Division of 
General Christian Education of the 
National Council of Churches of 
Christ in the U.S.A. 


For Civic Education 

wMaAz-Tv Macon for civic education. 
A series of eight programs beginning 
in March on WMAZ-Tv was telecast 
weekly from 1 to 1:30 p.m. with the co- 
operation of the Junior League of 
Macon. The league furnished mod- 
erators for the forum-type show with 
civic leaders participating. The series 
covered such subjects as the new 
Macon hospital, diseases of the heart, 
cancer, the Bibb County Family Serv- 
ice Agency, income taxes, fluoridation 
and the Bibb County Legal Aid Society. 
Response was most enthusiastic. 

wMctT Memphis for help in choosing 
a career. When Henry Slavick, general 
manager of WMCT, conceived the idea 
of a program that would help people 
choose a career he had no idea it would 
catch the popular imagination the way 
Your Future Unlimited did. After the 
first program in August 1952 there 
were more than 200 trades and profes- 
sions interested in being represented 
on future programs. A regular 30- 
minute Sunday afternoon feature from 
January to June, the program takes up 
a different profession each week. Thou- 
sands of young people have told the sta- 
tion how the program has influenced 
their selection of a career. The mod- 


‘erator and producer, Denby Brandon 


Jr., attempts to make the program 
answer each of the important ques- 
tions, such as the type of training 
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needed, the employment opportunities 
and the rewards of success. Some of 
the top people in their professions have 
been panel guests. In 1955 Your Fu- 
ture Unlimited won the Sylvania award 
for the best local education series. 

wur-Tv Manchester-Boston for the 
FBI. The program, Your FBI, is a 15- 
minute production presented weekly to 
explain the purposes and background 
of the government law enforcement 
agency. Typical was a recent show on 
which Edward F. Powers, special 
agent from Boston, was interviewed 
by news editor Tom Power on “History 
and Jurisdiction of the FBI.” 

WNEM-TV Bay City, Mich., on money 
and banking. The Mystery of Money 
was presented in cooperation with the 
Michigan Banker’s Assn. The three- 
hour program was an informal panel 
discussion of money and banking. Mod- 
erated by James E. McCarthy, dean of 
Notre Dame’s School of Commerce, the 
panel of 12 leading Michigan bankers 
reviewed a new film produced by the 
Banker’s Assn., then discussed and 
answered questions submitted by the 
audience. Russell B. McAfee, president 
of the association, said, “This pilot 
program was so worthwhile and effec- 
tive that we plan future programs with 
the same format on other stations 
throughout the state.” 


For Observer Corps 


wNuc-Tv New Haven for the Ground 
Observer Corps. Through WNHC-TV a 
routine drive for volunteers to man 
Ground Observer Corps posts in the 
area turned into an overwhelming 
educational project, which not only 
alerted several million people in a four- 
state area but enlisted nearly 3,000 
persons as volunteers in GOC. Execu- 
tives at the station were approached 
by GOC personnel for help in seeking 
volunteers for the program. At the 
suggestion of the station the campaign 
was enlarged to include not only the 
local program but the 134 observation 
posts in Connecticut, Massachusetts, 
Rhode Island and the Long Island 
area. During the drive every program 
on WNHC-TV carried explanations of the 
GOC campaign and announcements 
urging its support. Radio stations, 
newspapers, civic clubs and other 
groups in the area cooperated. Not 
only was the entire area aroused to man 
new posts, but volunteers were brought 


in to reactivate several old posts which 
had_ been abandoned. At 


Killingsworth the post in the top of an 


virtually 


abandoned school had been locked for 
more than a year. As a result of the 
drive, 72 volunteers were received and 
the post is now open 24 hours a day. 
The success of the campaign has made 
it a model for other communities 
throughout the country. 

wetz Plattsburgh, N. Y., for the 
Armed Forces. WPTZ staged a special 
Armed Forces program Friday, May 
18, in prime evening time (9:30-10 
p-m.) in an effort to alert the commu- 
nity to the needs and aims of the 
nation’s defenders. This is particularly 
important in Plattsburgh because it is 
the site of a new U. S. Air Force Stra- 
tegic Air Command base. The program 
included interviews on the meaning of 
Armed Forces Day with the mayor of 
the city and Air Force officers. Demon- 
strations of army skills included a 
blindfold speed test of stripping a ma- 
chine gun and a demonstration of 
S. A. C. Air Sentry dogs being put 
through their paces. 


For Education 


WRBL-TV Columbus, Ga., for educa- 
tion. An attempt to help parents in 
answering the everyday problems that 
arise in training a.child has made an 
interesting public service program on 
WRBL-TV Columbus. Named Our Chil- 
dren, the program undertakes to steer 
clear of theorizing, the use of technical 
terminology and dealing with the ex- 
traordinary. With those factors elimi- 
nated, panel members who know what 
they are talking about from actual 
experience are chosen. It is often found 
that nonprofessional parents supply 
better answers than so-called experts. 
Panel members meet the day before the 
program to discuss the general subject 
matter and questions that have been 
received from viewers. This enables the 
actual program to progress at a fast 
pace. Such subjects as health, welfare, 
habits, mental maturity, recreation and 
education are discussed. Presented in 
cooperation with the Muscogee County 
Child Welfare Council, the program 
has received the endorsement of the 
Parent-Teacher Assn. 

wrca-Tv New York for good gov- 
ernment. For the past year WRCA-TV 
has presented a question-and-answer 
program each Sunday from 2 to 2:30 





ee 














p-m., which gives the public a chance to 
see city and state officials and hear 
their views on public questions. Called 
Citizens Union Searchlight, the pro- 
gram consists of guests questioned by 
a panel of newspapermen. Guests have 
included during the year such people as 
Gov. Averill Harriman of New York, 
Gov.’ Robert Meyner of New Jersey, 
City Mayor Robert Wagner, Sec. of 
State Carmine de Sapio, Senator Leh- 
man, the Lord Mayor of London and 
many others. Such widespread interest 
has been produced by the program that 
it makes headlines quite consistently in 
the Monday morning papers. It was, in 
fact, the subject of a laudatory editorial 
in the New York Times. 


For Better Farming 


wrcvy-Tv Philadelphia to help spread 
farm information. One of the most 
effective of the wrcv-Tv public service 
programs is an hour-long, weekly live 
remote called Farm which originates 
from the National Agricultural College 
in Doylestown, Bucks County, Pa. Tele- 
cast each Saturday morning (8-9 a.m.), 
the program is beamed toward the man 
who makes his living from the soil or 
from livestock, rather than the back- 
yard gardener. A specific topic is 
worked out between the college and the 
wRcy-Tv director, Jack Leary. Pat 
Landon is host for the show. Some 
topics which have been discussed in- 
clude soil, horticulture, poultry science 
and crucellosis (a cattle disease). On 
each program an expert from the col- 
lege appears, illustrating his remarks 
with appropriate college laboratory, 
farmyard or field background. On a 
recent program, Dr. Albert Schatz, 
director of the college’s research lab- 
oratory and co-discoverer of strepto- 
mycin, explained the work being done 
in the laboratory on multiple sclerosis. 
The Department of Agriculture of the 
state of Pennsylvania has sent a num- 
ber of representatives to participate in 
the program. 

wsFa-Tv Montgomery for a_ new, 
local YMCA building. An effective pub- 
lic service drive by wsFa-Tv was that 
for $1.3 million to build a new YMCA 
for the city. The station cooperated 
with sound-on-film spot announce- 
ments. As a result, the campaign was 
completed in five weeks with more 
money raised than the quota. 

wtaP Parkersburg, V. Va., for the 





Chef Star Salesman 


The thought of good things to 
eat sells just about any time. 

At least in northern Minnesota 
viewer taste buds are reacting 
in solid Pavlovian style to a 
cooking show that’s slotted from 
10:15 to 10:30 p. m. Wednesdays 
on KDAL-Tv Duluth-Superior. 

Called Gourmet Guest House, 
the show features local hotel 
chef Hans Freischle, along with 
announcer Gordie Paymar and 
an invited gourmet guest cook. 

Viewers are invited to write 
in for Hans’ recipe of the week. 
The invitation pulls from 600 to 
1,700 letters a week. 

Gourmet Guest House has been 
continuously sponsored for the 
last two years by the Elliott 
Packing Co. and Twin Ports 
Dairy. It’s opened new retail out- 
lets and helped introduce new 
products for both companies. In 
one instance, Elliott introduced a 
new package on the show. By the 
next day there was a complete 
sell-out of the item in retail 
stores. 











Chamber of Commerce. Heavy satura- 
tion announcements are scheduled by 
WTAP supporting the Chamber of Com- 
merce retail business promotions. These 
are quarterly sales events to stimulate 
continuous interest in the city’s shop- 
ping facilities. Since wTap is the one 
medium available to the chamber which 
reaches beyond the urban area it makes 
tv promotion especially effective. 
wtpa-Tv Harrisburg for state gov- 
ernment. In April of this year both 
houses of the General Assembly of 
Pennsylvania passed a resolution com- 
mending wtTPa-Tv for the “great public 
service they are providing by the con- 
tinued presentation of the Capitol 
Correspondents program and its free 
interchange of ideas. . . .” The program 
format is simple but effective. Three 
experienced newspaper correspondents 
interview legislative and government 
officials on the thirty-minute (9 p.m. 
Tuesday) program. The governor, the 
cabinet, elected officials, senators, repre- 
sentatives and others have been on the 
program during its two and one-half 


year history. Unrehearsed and sponta- 
neous questioning has made wire serv- 
ice and newspaper history by develop- 
ing hitherto undisclosed facts and 
opinions on many occasions. 

wTRF-TV Wheeling, W. Va., on health 
problems. Appearing during the sum- 
mer months of 1955, Ask Your Doctor 
featured a panel of four specialists once 
a week. A particular field of medicine 
was taken up on each program. Prob- 
lems and treatments were described, 
after which the panel answered ques- 
tions on the subject. 

wtvJ Miami for traffic safety. WTJV 
has just received the Alfred P. Sloan 
award for public service for promoting 
traffic safety and “making its facilities 
a major force in the development of 
an aggressive and balanced highway 
safety campaign.” The award was for 
“numerous programs, spots and men- 
tions,” but the most effective program 
was its regular show, You May Be Next, 
which is staged with the cooperation 
of the police department. It features 
the station’s monthly safe driver award. 
Lt. Glenn Suddath of the Miami Police 
Academy is emcee of the traffic safety 
program. 

w-tTwo Bangor for the Department of 
Much 


comment was received for the station- 


Internal Revenue. favorable 


produced, 30-minute program last 
March about income tax payments. 
During the program a_ pre-selected 
group of “taxpayers” were helped in 
filling out their tax forms. Questions 
and answers involved in this were both 
interesting and timely. The program 
was introduced by district director 
W. L. Wheeler. This was followed by a 
discussion between chief of the audit 
division John E. O’Donnell and chief of 
the field division Wendell Westbrook. 
Internal Revenue department officials 
were pleased with the success of the 
program. Jim Robinson is program 
director of the station. 

wvec-tv Hampton-Norfolk for juve- 
nile delinquency. Wednesdays at 6 p.m. 


(Continued on page 98) 
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Public Int. (Continued from 97) 


WVEC-TV presents Victims, a study of 
delinquency in the Tidewater area. The 
program is a frank portrayal of juve- 
nile problems which have reached the 
Juvenile Bureau. It is produced by Lt. 
Raymond Racine of the Juvenile De- 
partment, Norfolk Police Department. 
Juvenile department 
people from the community fill roles 
needed to tell the stories of juvenile 
trouble. The only professional actor 
used plays the part of the judge. Each 
case is based on an actual history from 
the files. 

wvet Rochester for medical progress. 
For the past two years WVET has pre- 


personnel and 


sented the program, House Call, in co- 
operation with the Monroe County 
Medical Society and the Rochester 
Academy of Medicine. Each show is co- 
directed by a WvET producer and a 
Rochester physician and undertakes to 
present to the public factual informa- 
tion on the progress of medicine. Three 
physicians appear on each show. With 
the help of visual material supplied by 
the doctors and hospitals, they are able 
to provide a realistic view of subjects. 
Topics already covered include dia- 
betes, polio, heart surgery, tuberculosis 
and old age. The program is always 
given in Class AA time but never in the 
same time period twice in a row. By 
pre-empting a different time for each 
program the station is able to keep its 
number of nightly top-rated shows high 
and at the same time give this public 
interest production the type of dissemi- 
nation it deserves. 

wxIx Milwaukee for education. 
Father John J. Walsh, director of the 
Marquette U. Players, prepared and 
presented this unusual educational 
series as a cooperative project of WXIx 
and the university. Called The Time Be- 
tween, the educational series was pre- 
sented on the station from 2 to 2:30 
p-m. on Sunday afternoons with great 


success: booklets of the shooting 
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scripts of some of the most outstand- 
ing programs in the series were re- 
quested by nearly all the universities 
and colleges in the country, plus many 
television stations. An important proj- 
ect of the wx1x Department of Public 
Affairs, The Time Between was pre- 
sented as a one-man show with Father 
Walsh playing the principal part. The 
material treated by Father Walsh has 
included such contemporary and his- 
torical theater as Oedipus Rex and 
Death of a Salesman; Everyman 
and The Cocktail Party; Dr. Faustus 
and Will Success Spoil Rock Hunter; 
Macbeth and The Righteous Are Bold; 
Le Cid and Dirty Hands. Father Walsh 
is on hiatus preparing a similar series 
which is expected to be presented on 
the station this fall for college credit. 





Wash. Memo (Cont'd from 77) 
Commission, in my opinion, has done 
absolutely nothing to save them or help 
them. As a matter of fact, as I look at 
the record, they have done nothing but 
encourage the vhf stations to become 
more powerful and give more compe- 
tition to the weak, struggling, new uhf 
stations.” 
Chairman “You 
and I don’t see eye to eye at all.” 
Rep. Kenneth B. Keating of New 


York: “What does the gentleman from 


McConnaughey: 


Pennsylvania think they can do now 
or should have done?” 

Rep. Quigley: “Of course, the horse 
is stolen. It may be a little late to lock 
the barn. But I see nothing, with a 
very few exceptions in a few isolated 
areas in the country, [to prevent] all 
these uhf stations going down the 
drain, with millions of dollars of in- 
vestment lost. Already, you have had 
94 uhf stations fold, and each one of 
them probably represents an average 
investment of a half-million dollars. 
And that is big money in the cities and 
towns where these stations try to get 
on the air.” 

Chairman McConnaughey: “I agree 
with you, Congressman, 100 per cent. 
It is big money. But I take it you and 
I must have different conceptions of 
risk enterprise or free enterprise. I 
personally believe in free enterprise.” 

Rep. Quigley: “So do I. As a matter 
of fact, I would say this: the record 
of this Commission in the television 
field since 1946 is the best argument 
against socialism I have ever seen 


spread on the record. I think it ought 
to be made available to every public 
school in the country. And I| do not 
think we would have to worry about 
the threat of socialism.” 

Chairman McConnaughey: “I think 
that this (report) gives life to uhf and 
the people in the business.” 


SICC REPORT. Within a few weeks 
after this testimony, the Senate Inter- 
state Commerce Committee came out 
with its interim report on the alloca- 
tion phase of its tv inquiry. In com- 
mending the Commission for “con- 
structive and farsighted action,” the 
report had this to say about deinter- 
mixture: 

“Deintermixture should be effected 
on as broad a basis as possible in order 
to make clear to the broadcasting in- 
dustry, to advertisers and advertising 
agencies, and to the public that uhf is 
not only going to be maintained but 
expanded to assume its necessary place 
in our overall television system. In so 
doing, of course, long-awaited encour- 
agement will be given to many uhf 
broadcasters who are hanging on, de- 
spite severe losses, in hope that at long 
last something will be done for uhf 
besides talking about it.” 

The Committee said it recognized 
that deintermixture cannot be achieved 
“overnight,” but it urged the Com- 
mission to move “with all possible 
dispatch.” It expressed hope that “the 
Commission will act with like dis- 
patch as to other petitions for deinter- 
mixture now pending, or hereafter 
filed, to the end that deintermixture be 
quickly accomplished -on the widest 
possible basis.” 

DEINTERMIXTURE LIKELY. And 
if the Commission should ultimately 
decide on a major shift to uhf, the 
Committee declared, “the interim cre- 
ation of all-uhf areas will blend natur- 
ally into such an overall solution. If 
for any reason, however, the Com- 
mission finds such a shift to uhf im- 
practicable, the existence of substantial 
and thriving uhf areas will operate to 
preserve the uhf band while the Com- 
mission seeks other means of achieving 


| greater utilization of uhf.” 


With the blessing of the important 
Senate Interstate Commerce Commit- 
tee, with its integrity challenged before 
the House Judiciary Committee, with 
strong support from the networks and 
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Wall St. (Continued from page 79) 


eye short cartoons. The initial revenue 
of $10 million does not include any 
leasing of short subjects or cartoons. 

Now what is the potential profit on 
these film rentals to tv? This is not an 
easy question to answer because of 
the many accounting and tax problems 
involved. But that it will be extremely 
profitable to P.R.M. shareholders is 
indicated in the listing application the 
company filed for $3,945,000 worth of 
subordinated sinking-fund debentures 
on the Toronto Stock Exchange. 

These bonds are to help finance 
purchase of the Popeye cartoons. How- 
ever, the listing application gives out 
the most recent details on the financial 
structure and some of the expected re- 
sults. It reveals that P.R.M. borrowed 
$9 million from the Manufacturers 
Trust Co. to finance the purchase of 
the Warner films. The company also 
owes Warners a $5 million promissory 
note. Thus the total outstanding in- 
debtedness of P.R.M. is $17.9 million. 

Yet the company is committed to 
paying off $14 million of that debt 
within three years. And some company 
officials believe payment will be made 
ahead of time. 

The $9 million Manufacturers’ loan 
must be repaid thusly: $3 million 12 
months after the borrowing date; $1.5 
million every six months thereafter for 
24 months. 


Gardiner Bond Buy. George Gard- 





other large segments of the tv indus- 
try, there seems every reason to be- 
lieve that the Commission will go 
through with deintermixture. And once 
it breaks the ice, the chances look good 
that it will deintermix in a big way 
so that more and more of the first 
100 markets can have at least three, 
if not four, equally competitive sta- 
tions. 

The ABC proposal, to be accom- 
plished by deintermixture and vhf 
squeeze-ins, would provide for at least 
four stations in 67 markets and three 
stations in another 74 markets. This 
would mean that in these cities alone 
there would be nearly 500 stations, 
which is more than the number of all 
stations new in operation. 

There are strong indications that the 
Commission is moving in this direc- 
tion. 





Chart 


-Pillsbury; Wed.—Simoniz; Thu.—Pills- 
bury; Fri.—Swift & Co. 
NBC—'‘*Producers’ Showease,’" (every 
fourth Monday, 8-9:30 p.m.); ‘“The Satur 
day Night Spectacular,’ (every fourth 
Saturday, 9-10:30 p.m.) ; “‘Hallmark Hall of 
Fame" (five 90-minute dramas on Sun- 
days and one on Wednesday evening). 
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iner Ltd. of Toronto purchased $2,- 
945,000 of the bonds, along with 20,- 
645 of warrants on the common. There 
are 373,613 common shares outstand- 
ing of an authorized capitalization of 
1 million shares. An additional 106,- 
515 shares are reserved for debenture 
conversion. Over 50 percent of the 
stock is held by the management and 
associates. 

It is well to keep in mind that 
P.R.M. retains the right to sell or 
distribute the Warner films abroad— 
all except 260 that have been retained 
by Warners for a five-year period. 
But at the end of that time they revert 
to P.R.M. Moreover, 52 films have 
been re-issued theatrically in the 
United States. 

No attempt has been made to evalu- 
ate the potential income from these 
operations. Furthermore, it must be 
realized that there are some headaches 
confronting the P.R.M. management. 

It must determine the rate at which 
it will depreciate the properties it has 
obtained. 

On the operating side it must be 
prepared to hold prices if the sudden 
flooding of Hollywood films onto the tv 
market causes a drop in rental prices. 
Also, it must prepare for expansion 
either by acquiring other film libraries 
or by moving into production of tv 
films—or by diversifying into some 


other field. 


High-Low Last 


Stock 1956 Quote* 
ABC 32%4- 24% 30% 
ADMIRAL 22%- 17% 17% 
AVCO Te- 5% 556 
CBS 32%- 22% 31% 
DUMONT LABS 10 - 5% 5% 
EMERSON 134%4- 8 834 
GENERAL ELECTRIC 6514- 52% 61% 
HOFFMAN 25%4- 20% 21% 
MAGNAVOX 41 - 34 34 
MOTOROLA 51%- 40% 43% 
NATIONAL TELEFILM 5%- 3 5 
PHILCO 36%4- 20% 21% 
RCA 50%- 41% 425% 
RAYTHEON 19%- 13 15% 
STORER 29%- 22% 29% 
SYLVANIA 55%- 42 53% 
WESTINGHOUSE 65%- 51% 5654 
ZENITH 1414-101 106% 


Over-the-Counter Stocks 
Bid-Askedt+ 
CONSOLIDATED TV 17%4-19% 
OFFICIAL FILMS 1% 2% 





*As of the close, Aug. 27, 1956. 
tAs of Aug. 27, 1956. 


Child (Continued from page 47) 


only, some students circled more than 
one answer. Investigation proved that 
whereas Coca Cola had been considered 
the correct answer as the network 
sponsor, 7-Up had placed a local, one- 
minute spot next to the program sev- 
eral times a week. And the children 
had remembered. 

Results of that specific question 
showed that 109 of the 200 children 
correctly identified Coca Cola as the 
sponsor, a high percentage considering 
that another 52 had spent their answers, 
so to speak, on 7-Up. Some 28 of the 
youngsters circled both Coca Cola and 
7-Up, however. 

“This situation,” the researcher ex- 
plained, “would seem to indicate that 
some of the children who were watch- 
ing their favorite show really knew all 
the commercials well enough to avoid a 
misleading, or trick, question.” No 
other question within the survey was 
designed to allow more than one cor- 


rect answer. 


Viewing Habits 


The first part of the survey asked 
the children about their viewing habits. 
All 200 of the subjects reported having 
a tv set to watch at home, in answer to 
the initial query (see Table I). 

Next, the second-graders were asked 
to circle the one thing they liked to 
do at 5 p.m. every day after school. 
Watching video proved by far the 
favorite pastime and, conversely, only 
four of the 200 pupils said they did not 
watch any of the programs telecast 
between 5 and 5:30 p.m. 

The third question asked the chil- 
dren to select their favorite of the 
three programs available locally at 5 
p-m.: Pinky Lee, Junior Frolics or 
The Mickey Mouse Club. That was 
succeeded by the same follow-up for 
each of the three programs: “Do you 
ever watch (name of show)? Put a 
circle around the number that tells 
how many times a week you watch it.” 

The last question in that section 
asked, “Does your mother watch any 
of the three shows with you?” The 
children were asked to designate how 
often that occurred, with one or two 
times a week proving about the average 
(see Table I). 


Part II of the survey tried to estab- 


(Continued on page 100) 
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Child (Continued from page 99) 


lish the child audience’s retention of 
sponsor identification. The Pinky Lee 
program, for example, was sponsored 
at that time by Tootsie Rolls, Jello 
and Weatherbird shoes. One child of 
the 23 who watched the program five 
times a week was able to identify all 
three sponsors correctly, while 35 
children, reporting they saw the pro- 
gram once a week, were able to select 
one sponsor. 

Interestingly, however, 184 of the 
200 youngsters knew that Tootsie 
Rolls was one of that program’s spon- 
sors. The candy maker had, in fact, 
advertised on the show for several years 
and seemed strongly associated with it, 
even with the children who said they 
no longer watched it. 

Weatherbird shoes, whose commer- 
cials appeared only on Thursdays, were 
selected as a sponsor by 37 children, 
even though the campaign had been 
running for only a month—four com- 
mercials, 


Jello Selected 


Jello, which had been on for only 
three weeks with three commercials a 
week, was selected by 13 children as a 
Pinky Lee dessert sponsor, while 57 
incorrectly picked My-T-Fine as the 
dessert that backed the show. Yet, 
when asked later whether Jello or 
My-T-Fine was their favorite dessert, 
the children picked Jello by almost 
two to one. 

Similar results were noted for 
Junior Frolics, a local program which 
operates on a production cost of only 
$120 a day. Some 22 of the 200 second- 
graders cited this as their favorite 5 
p-m. program, while 113 reported they 
watch it once a week. 

Of the 36 who said they see it 
five times a week, 14 were able to 
identify four of the program’s five 
sponsors. The average was considered 
good, especially since the fifth sponsor 
—the one most often missed—had had 
only three commercials on the program 
at the time of the survey. Even so, four 
children were able to select all five 
sponsors correctly. 

And interestingly, 24 children who 
said they didn’t watch the show at all 
were able to name three of its five 
sponsors—the oldest three. This seemed 
to indicate the youngsters had once 
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New Studios 


New studios for WBIR-TV, chan- 
nel 10, Knoxville, which went on 
the air in August, will be ready 
around the first of the year. Of 
ultra-modern design, the studios 
will have an aluminum, marble 
and glass exterior. Two stories 
and a basement in the 25,000 
square-foot building will contain 
radio and tv studios and office 
space for WBIR-TV personnel. 








Telecasting currently is from 
transmitter studios. Offices are at 
618 South Gay St. The new stu- 
: dios are going up on Hutchison 


and Edgewood off Broadway. 








been ardent viewers but later switched 
to another, newer program when it 
became available in the market. They 
carried with them, however, the mem- 
ory of their one-time favorite—and its 
advertisers. 

The program they moved to proved 
to be Mickey Mouse Club, on the air 
in Teaneck only four months at the 
time of the survey. Already, 129 of 
the 200 children were watching it five 
times a week. 

Of the 18 sponsors associated with 
Mickey Mouse Club, only six—all of 
whom had been with the program from 
its start—were chosen for use in this 
study. 


Picked All Six 


And 55 second-graders, watching 
the show five times a week, were able 
to pick out all six correctly. More 
than 80 per cent of the 200 children 
were able to select Sugar Jets, Welch’s 
Jam and Ipana Toothpaste as sponsors. 
Morton’s Salt and Mars Candy _ each 
received an average of 62-per-cent cor- 
rect identification. Only Coca Cola 
fell below 60 per cent, and that be- 
cause, as mentioned above, 7-Up had 
placed a local announcement within 
the program and thus affected the 
statistics. 

The last part of the survey sought 
to ascertain children’s influence upon 
buying. It looked for the relationship— 
if any—between sponsor identification 
and action factors: asking for, using 
and liking a product. The author of 


the survey determined the number of 
pupils who had made correct sponsor 
identifications, then analyzed the ex- 
tent to which that group had (a) asked 
for the product and (b) actually used 
it. For comparative purposes, the 
author applied the same approach also 
to the children who had not identified 
the sponsor correctly. 

Results showed a greater relation- 
ship between naming a sponsor and 
asking for and using his product than 
between incorrect sponsor identifica- 
tion and these two factors. 


Asked for the Product 


In the Mickey Mouse Club roster, 
for example, there was statistical sig- 
nificance in these comparisons for five 
of the six advertisers studied. While 
55 children who correctly named 
Sugar Jets as one sponsor had also 
asked for the product, only 31 who 
were incorrect in sponsor identification 
had asked for it. While 77 per cent of 
the correct-answering children had 
actually used the product, only 37 per 
cent of the incorrect-answerers had 
done so. 

Similarly, percentages in asking for 
Welch’s Jam were: 52 per cent of the 
correct-sponsor identifiers; 21 per cent 
of the incorrect. Percentages in using 
the jam were 60 per cent, correct; 39 
per cent, incorrect. 


Used I pana 
For Ipana, 41 per cent of those who 


identified it as a sponsor had also asked. 


for it, while only 13 per cent of the 
others had. And 35 per cent of these 
who had known it as a sponsor had 
actually used the product, as against 
17 per cent of those who had not 
known it as an advertiser on their 
favorite tv program. 

Similar percentages were also un- 
covered on requests for and use of 
Morton’s Salt and Mars Candy. 

The report summarized: “. . . with 
relatively unestablished brands like 
Welch’s Jam, Morton’s Salt and Sugar 
Jets, it would not be likely that children 
would specifically ask for and use these 
particular brands without a stimulus to 
do so. However, once these specific 
brands become sponsors of the chil- 
dren’s favorite show, the stimulus 
takes the form of brand preference pro- 
duced by the association with their 
favorite show.” 








———Es 
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In the picture 


Arthur M. Loew, president of Loew’s, Inc., parent company of M-G-M, the latest major 
film producer to roll its pre-’49 stock into tv, is one of the industry’s early visionaries. 
Son of Marcus Loew, founder of Loew’s, Inc., and its head until 1927, Arthur was guid- 
ing force of Loew’s International. In 1924 he set up Jury Metro Goldwyn Ltd. in England, 
the first of 125 foreign-distribution offices now going under the M-G-M banner. Mr. Loew 
opened his first foreign theatre in 1926 at Brussels, Belgium. The company now has mod- 
ern theatres operating in Argentina, Australia, Brazil, Chile, China, Egypt, England, 
France, India, Italy, South Africa and many other countries abroad. The purchase of 
interest in independent KTTv Los Angeles and the sale of M-G-M films in 12 markets are 
the first steps in expansive tv plans for Loew’s. 





So that key executives can devote more time to creative and marketing problems, 
Robert E. Lusk, president of Benton & Bowles, New York, has been elected the agency’s 
chief executive officer by the board of directors. Mr. Lusk says that the purpose of the 
move is to streamline the management functions of the agency. As chief executive, he'll 
take over the responsibilities that up to now have been handled by various agency com- 
mittees. But for a brief period, Mr. Lusk has been with Benton & Bowles since 1933. He 
has worked on all of the accounts currently served by the agency. In 1950 he was named 
executive vice president. Two years later he was made president. The agency’s announcement 
of Mr. Lusk’s new appointment also stated that Atherton W. Hobler will continue as 
chairman of the executive committee and William R. Baker, Jr., as chairman of the board. 





Top man in the tv interests of J. H. (Jock) Whitney & Co., which recently purchased 
the McConnell radio-tv properties in Indianapolis and Fort Wayne is 37-year-old C. Wrede 
Petersmeyer, a partner in the Whitney investment firm. He’s president of the Whitney- 
owned Indiana Broadcasting Co., which will own and operate the new Indiana properties, 
WISH-AM-TV Indianapolis and WANE-WINT-TV Fort Wayne. Since the spring of 1954 Mr. Pe- 
tersmeyer has been president of Osage Broadcasting Corp., the Whitney company that owns 
KOTV Tulsa. He also heads the several community antenna tv companies developed since 
1951 by the Whitney group of partners. A graduate of the University of California, Berke- 
ley, and the Harvard Graduate School of Business Administration, he joined Whitney in 
1947 and became a partner in 1951. Mr. Petersmeyer is a native of Los Angeles. 





Cowles Broadcasting Co. adds WHTN-AM-FM-TV Huntington, W. Va., and Robert R. 
Tincher, vice president and general manager of Cowles’ wNax Yankton, S. D., and 
KvTv Sioux City, Ia., takes over general management of the West Virginia stations. Mr. 
Tincher started in radio in 1935 as an accountant for lowa Broadcasting Co., predeces- 
sor of Cowles Broadcasting Co. He has progressed steadily to his current post at Hunt- 
ington and will retain supervision of the midwest stations. He’s a member of the board 
of directors of the Television Bureau of Advertising, of the sports committee of the 
National Assn. of Radio & Television Broadcasters, and a past president of the South 
Dakota Assn. of Broadcasters. Born in Omaha in 1908, he received his higher education 
at the Wharton School of the University of Pennsylvania. 





Mike Shapiro, who has been on the broadcast circuit from Chicago to San Angelo, 
has been appointed managing director of KTVx Tulsa-Muskogee and KATv Little Rock- 
Pine Bluff. He’s been commercial manager of WFAA-TV Dallas since January of 1955. His 
varied broadcasting background includes more than a year as a television account exec- 
utive in the Chicago office of Avery-Knodel, the station reps. Before that he served as assist- 
ant manager of KDUB-Tv Lubbock. He held radio managerial posts at KTXL San Angelo and 
KECK Odessa. His wife is the former Connie King of Brownwood, and they have a nine-year- 
old daughter, Lynne Carol. In Dallas Mr. Shapiro was active in the Sales Executive and 
Rotary clubs. Taking over this month in what is a newly created post, Mr. Shapiro will be 
in full control of sales and programming and all other phases of the two stations’ operation. 
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How to Sell 
with Tv 


The TELEvision AGE 
of Product Group Success 
Stories goes deeply into each 
field of business, then outlines 
in detail the many ways firms 
in these fields have met their 
problems through television 


series 


advertising. 


Each article includes dozens 


of actual television success 


stories. This hard hitting ma- 
terial will help you show hard- 
to-sell prospects how they can 
use tv to build sales. 

Reprints are available at 25c 
each, 20c in lots of 10 or more. 
Just fill out the coupon. 


Reader's Service 


Television Age 


444 Madison Avenue 
New York 22, N. Y. 


Please send me reprints of the Product 


Number of copies 


Dairies & Dairy Products 
anks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
| Home Building & Real Estate 
| Jewelry Stores & Manufacturers 
| Nurseries, Seed & Feed 
| Hardware & Building Supplies 
| Soft Drink Distributors 
Travel, Hotels & Resorts 
| Sporting Goods & Toys 
| Drugs & Remedies 


Bakeries & Bakery Products 
B. 


| 
! 
! 
| 
| 
| 
| 
Ip 
¢ yroup Success stories: 
| 
| 
! 
| 
| 
| 
| 
| 


| Name __ 
Position __ 
Company ____ 
| Address 
Ghy.... - 


| 
| Zone State 


{] Bill me 


! 1 I enclose payment 
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THE LIGHTER SIDE | n C rs i EE Fr es 


In the opinion of Lillian Toth, ABC- 
TV make-up expert, who covered both 
political conventions, politicians who 
spend less time in the sun are easier 
to make up than those who frequent 
“the great outdoors.” 

Indoor golf, anyone? 

* * * 

There is probably no finer, more 
upstanding group of citizens than the 
subscribers to TV AGE, and In Camera 
loves each and every one of you. But 
there must be a stool pigeon in your 
ranks. How else can anyone explain 
the request for a subscription TV AGE 
received from California State Prison, 
San Quentin, H. O. Teets, warden? 

Okay, now, who let the word in? 


yy 
Beet 
Ne. 
“4 diy) | nik 


ape va 
please, but: Girl in our office got a 
phone call from Boy in an adjacent 
Madison Avenue shop. 

“Can I have Class AA time this 
Saturday?” he asked. 

Girl gave it to him and hopes she 
can get to ring him in on a saturation 
schedule. 


report: ae names, 


a u + 


Favorite cartoon of the month: Jn 
the Christian Science Monitor, one 
man says to another, “It’s the only 
way I could get to watch my favorite 
program.” And along the wall four 
tv sets are lined up, marked: His, Hers, 
Sis and Bud. 

* * ut 

Bill Eubank of the Robert John 
Meade agency in Corpus Christi, quite 
properly calls us to tsk, tsk for our 
item last month about Robin Hood 


Cafeterias sponsoring Tales of Texas 
Rangers. 

“Everyone in Corpus Christi,” Bill 
writes, “knows that Robin Hood Cafe- 
terias sponsor The Jungle Jim Show.” 

So sorry. But, please, please, don’t 
take away our Ranger Badge! 

* we * 

Life in this televison age: According 
to Woodmen of the World magazine, 
children start school these days with a 
big advantage. They already know two 
letters of the alphabet—T and V. 

* * * 


Speaking of children and tv, a 
friend writes to tell us about a chan- 
nelized young boy he knows who has 
definitely come under the influence of 
tv quiz shows, but especially Gloria 
Lockman and her achievement in cop- 
ping all that loot for spelling on The 
$64,000 Question and Challenge. 

When the lad was asked by his 
teacher if he could spell orange, the 
boy answered: “For how much?” 

* a * 

From the British magazine Punch 
“T his 
month’s test transmission in color, says 
an announcement by the B.B.C. 
Television Service, will have no enter- 
tainment value. This reflects great 
credit on the technicians for so quickly 
bringing the innovation into line with 


many black-and-white programs.” 
* a 


comes the following comment: 


We've drafted a letter which we are 
We urge all 
salaried employees to do likewise. 

Dear Boss: 

In the line of duty we read a release 
from the U. S. Department of Com- 
merce which reported that employees 
of the broadcasting industry in 1955 
averaged an annual salary of $6,333. 
This makes our group the second high- 


sending to our boss. 


est-paid in the country. In first place 
are stockbrokers whose yearly average 
wage totalled $8,078. 

We have always tried to live up to 
your motto: “We are second to none.” 
We want to do that in this instance, 
more than we can say. 

But you've got what it takes to put 
us in first place. 

Yours, in faith, 











Houston’s Finest Facilities Help KPRC-TV Sell 


To have the Southwest’s finest TV plant facilities — KPA - V 
that’s good. But to have these facilities manned by a group 


of seasoned TV specialists—with over 700 man-years HOUSTON 


of TV experience—that’s even better! KPRC-TV delivers 

Houston’s finest local shows, top-rated NBC network CHANNEL 
programming, and superior syndicated films. It all adds up 

to this: The one Houston station that gives you 


more for your advertising dollar is KPRC-TV. 


JACK HARRIS, Vice President and General Manager 
JACK McGREW—National Sales Manager 


Nationally Represented by 
EDWARD PETRY & CO. 


WITH OVER 700 MAN-YEARS EXPERIENCE 
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W EHT-=T V Joins the exclusive group of top 


TV stations represented by 


Unt TELEVISION CORP 


prt EVI STATION REPRESENTATION 


icago » St. Louis * San Francisco » Los Angeles « Boston 
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HOME OFFICE: 47/7 Madison Avenue. New York 22. New York 











